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FOR SPRING AND 
SUMMER SHOWING 
SY J. EOWARDS & CO. 


"PYRAHEEL’ ss 4 waturat ror WHITE SHOES 





REG. U.S. PAT. OFF. 


The BIG selling job ahead of you this spring 
and summer is to get more of those profitable 
white shoe sales. Here’s how you can do 
it. See to it that the shoes you order have 
Scuffless “PYRAHEEL” plastic heel cover- 
ing. Point out to your customers that 
“PYRAHEEL” won’t check, crack or scuff... 
that “PYRAHEEL” can be cleaned with a 
damp cloth! You'll find a ready response to 
this important sales- winning fea- 

ture. You may be using a dozen 


different shades of white—but you can match 
each perfectly with “PYRAHEEL.” And as 
“PYRAHEEL” can be embossed to simulate 
almost every leather grain, it adds an im- 
portant style note. 

Now’s the time to take action—to make 
plans for next summer’s promotions. Spec- 
ify Scuffless “PYRAHEEL” on your orders. 
We'll be glad to send samples and com- 

plete list of manufacturers using 
Scuffiess heels. 


E. |. DU PONT DE NEMOURS & COMPANY, INC., PLASTICS DEPARTMENT... ARLINGTON, NEW JERSEY 
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THE great promotional year—1939 
—for it will be a very exceptional 
year in merchandising. Two basic 
themes—The New York World’s 
Fair and the Golden Gate Inter- 
national Exposition—will capture the 
imagination of the American pub- 
lic that wants to go places and do 
things. There is a magnetic attrac- 
tion to major events, like Fairs, 
deep in the behavior of people—for 
centuries past. And don’t take it 
for granted that all the business 
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will be done in New York and San 
Francisco. The majority of people 
will select raiment and footwear in 
their own home town because the 
going and coming are important— 
the place is just the objective. So 
the battle for the travel dollar will 
be fought on all Main Street fronts. 

What are the high spots for 
1939? Well, let’s take a small bite, 
(for the first four months) and 


plan our promotions accordingly: 

National Thrift Week—January 
17 to 23—properly timed for its 
clearance punch. Boy Scout Anni- 
versary Week—February 8 to 14 








. a swell week for breaking in 
new shoes. St. Valentine’s Day— 
February 14. This is a promotional 
feature from the romantic side. The 
Golden Gate International Exposi- 
tion, opening in San Francisco Feb- 
ruary 18—and starting the “Thirty- 
Niners,” because it’s just ninety 
years since the trek of the “Forty- 
Niners.” National Children’s Week 
—March 6 to March 11—with all 
its opportunities to show pictures 
of pretty babies in the shoe window. 

Spring begins March 21—just 
the time to start your Easter pro- 
motions. Passover—April 4 and 5 
—a special promotion in itself. And 
the lid blows off in New York when 
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the New York World’s Fair is offi- 
cially opened April 30—where the 
entire world is invited. 

These—one and all—are general 

promotions in which all stores co- 
operate. 
Miliss ELIZABETH GILREATH, 
director of physical education at 
Wilson College, Chambersburg, Pa., 
is starting something that will even- 
tually be done the country over. 

Moving pictures will be taken of 
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every member of the freshman class 
in the act of walking. The finished 
film will then be run through time 
after time, before a strictly fresh- 
man audience, to show each girl 
exactly how she looks to others 
when she walks. 

The idea back of it all is to cor- 
rect the walking posture and to 
demonstrate the possibilities of 
physical improvement. The movies 
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will be followed by a course in 
body mechanics. 

An introductory course in the 
dance is also part of the freshman 
physical education program. The 
aim of the course is to teach 
rhythm and coordination. 


” - * 


FRANK S. RICE of Rice-O’Neill 
Shoe Company, St. Louis, Mo., says: 

“At the beginning of each new 
year most everyone looks forward 
to a better and brighter new year, 
whether the facts justify this opti- 
mistic picture or not. However, we 
do feel that we have better than 
an ordinary reason for an optimis- 
tic feeling for the year 1939. 

“According to the information 
that we receive from sources that 
we consider reliable, it is estimated 
that business generally will be from 
15 per cent to 20 per cent better in 
1939 over 1938. 

“Such a decided upturn in busi- 
ness was hardly anticipated up to a 
few weeks ago but there has un- 
doubtedly been a great deal of re- 
newed confidence during the past 
few weeks and this confident spirit 
is what creates business. Barring 
some unusual disturbance, we feel 
the above-mentioned increase is rea- 
sonably justified.” 





DR. J. U. YARBOROUGH, head 
of the Department of Psychology, 
Southern Methodist University, 
says: 

“Merchandising had its begin- 
ning in the idea of having a store 
of goods on hand in a given com- 
munity when it was wanted, and in 
the form the customer wanted it. 
The first corollary drawn from this 
basic principle of merchandising 
was not to have on hand at any time 
goods that the customer did not 
want. To know how to maintain 
this balance between merchandise 
and customer demand is the second 


prerequisite to sound sales admin- 
istration.” 

















—Within the past nine months the 
total value of all stocks listed on 
the New York Stock Exchange has 
increased by well over 15 billion 
dollars. 

—If these millions of shares of stock 
were held by only a favored few, 
the picture wouldn't be so bright. 

—But fact is, millions of Americans 
own —_ — and depend 
u eir face a iation as 
vel os dividends te develop 
as i i . 

—And Sivideed rommmmgiints and 
increases have accompanied the 

eneral market rise. 

or it’s a fair and logical assump- 
tion that these millions of in- 
vestors will be inclined to spend 
more freely, not only for the 
things they need but also for the 
things they want —and that 
means so-called luxuries. 

—Of course, all of our people don't 
own stocks, in fact many own 
nothing at all, sad to relate; but 
when the haves set their dollars 
to whirling, it all reacts to the 
benefit of the have nots, by cre- 
ating demand and confidence 
and increased employment. 
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WILLIAM GIRDNER, executive 
secretary of the National Council 
of Shoe Retailers, says: 

“Increased activity in the con- 
sumer goods industries should be- 
come pronounced during 1939. 
There are two possible brakes on the 
upswing: (1) the durable goods in- 
dustries which, two years ago, failed 
to hold the ground they had gained 
and pulled consumer goods indus- 
tries back, and (2) the present wide 
discrepancy between farm and other 
prices. Both farm prices and the 
rate of activity in the durable goods 
industries must materially increase 
if there is to be a sustained recovery 
on all fronts. Armament orders and 
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PWA construction in the Spring 
should pull the heavy industries up 
to @ fairly high level during the 
coming year. Low farm prices would 
then be the chief obstacle—but a 
serious one. If farm prices should 
rise, the picture would be very 
bright indeed. In any event, the pic- 
ture is going to be bright for those 
who study individual consumers and 
sell to them, rather than to a vague 
thing called the ‘public’ or the ‘mar- 
ket’.” 

LEO SCHULTZ, who operates the 
Paris studio for the I. Miller & Son, 
Inc., organization, is healthy, happy 
and bustling around the fashion 
salons of Paris, where he is per- 
manently assigned to report the cos- 
tume, color and coordinated foot- 
wear trends. Design research in 
dress, color and footwear is under 
his supervision and contact with 
America is kept up by letter and 
cable. He endeavors to harmonize 
the accessories sold in shoe stores 
with world-wide good taste. 


* * o 


W..V. BALLEW of Dallas, Texas, 
says: 

“Let me plead for a better under- 
standing between management and 
men. Human frailties are legion, 
therefore it behooves management 
to. be tolerant of men. Tolerance of 
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management for men will bring 
about a more cordial relationship 
between management and men, and 
such a relationship will offer much 
toward the solution of our problem 
of Distribution at a Profit. Toler- 
ance of management for men makes 
for a better understanding and 
when this relationship exists in a 
business organization, the problem 
of Distribution at a Profit takes 
on a less fearsome aspect. In a re- 
lationship of this character there 
is no place for human greed, a fac- 
tor that has eaten at the foundation 
of many businesses until destroyed. 

“And last but not least, let me 
plead for cooperation. Cooperation 






















between management and men, co- 
operation between government and 
business, cooperation based on tol- 
erance and understanding.” 


THE fascinating world of color— 
its interpretation, appreciation and 
practical application—has been put 
into a book by Matthew Luckiesh, 
D.Se., D.E., Director, Lighting Re- 
search Laboratory, General Elec- 
tric Company, Nela Park, Cleve- 
land. The book is published by D. 
VanNostrand Company, Inc., New 
York City—$3.00. 

“Color is the play, and colors are 
the players.” This original idea 
is the keynote of a new, vivid, and 
most practical approach to the mas- 
tery of color. It embodies the out- 
standing experience of this author 
as a scientist, as a lighting and 
color expert, and as an authority in 
this domain where the fields of 
science and esthetics overlap. Well- 
known for his great number of 
technical contributions, articles and 
books, he brings to this new book 
that clear, forceful style that made 
his non-technical writings so popu- 
lar. He has produced an entirely 
new treatment of color—exciting 
and significant—that is of the most 
direct value to every artist, crafts- 
man, decorator and to all users of 
color, that opens to everyone a full 
understanding and enjoyment of 
color and colors. 


THE Quartermaster Corps of the 
War Department has awarded a 
$539,004 contract to the Joseph M. 
Herman Shoe Company of Boston 
for logger boots. 


- * am 


€.D. COX of Dallas, Texas, tells: 

“Our job is to induce people to 
want our goods. Let us consider 
first the salesman. Not long ago a 
sales manager took over a discour- 
aged and disorganized sales force. 
His first work was to sell those men 
to themselves. He set up prizes for 
appearance, punctuality, and posi- 
tive suggestions. Before the second 
week passed the men began to look 
better and feel better. Hope re- 
turned and fear certainly subsided, 
and they began to get orders. Here 
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was a powerful factor in selling 
that had been overlooked—the 
salesman himself. So in training 


work we must encourage efficiency, 
determination, alertness, and posi- 
tive attitudes. The training plan 
should stimulate the efforts and in- 
tensify the ambitions of men.” 





SIGMUND J. PENTLER, who was 
a founder (and for years active in 
the management) of the Pied Piper 
shoe business at Wausau, Wiscon- 
sin, is now a resident of Palo Alto, 
California—where he has just com- 
pleted a new home. Mr. Pentler 
continues as a stockholder of the 
Pied Piper Shoe Company. 

“Being retired,” says he, “would 
be too much of a job for one who 
has been active all his life. I still 
keep in touch with the shoe busi- 












ness through my shoe friends and 
by reading the shoe magazines reg- 
ularly. I have always considered 
the Boot anpD SHOE RECORDER a 
good investment, not only in keep- 
ing a product before the public but 
also in securing additional busi- 


**@LD SHOES—THE STYLE 
THEN” was the feature rotogravure 
page of the St. Louis Globe-Demo- 
crat—illustrating a collection of 
shoes belonging to John A. Bush, 
president of the Brown Shoe Com- 
pany, who from time to time has 
taken them from old stocks in scat- 
tered places throughout the country. 
Some of the shoes date back a full 
seventy years—when there was no 
distinction in lasts from the right 
and left foot. Just for contrast on 
the page, they showed modern feet 
with open toes, etc. 

From boots with four feet of 
upper leather to cut-outs with a foot 
and a half is some difference—as 


all Old Timers know. 


"Yes, yes, young man. They're a symphony in blue—a superb example of shoe 
designing genius—but they hurt my darned bunion."' 
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THE CHANGING WORLD AND 


Super-Salesman Thomas H. Beck, publisher, world 
traveler and advocat i di sales- 








of ing-the- 


manship, was the first speaker at the Fair on the sub- 
ject of “This Shrinking, Changing W orld.” 


WEIR STEWART, Chairman of the National Shoe 
Fair, in his. opening address on Tuesday, said: 
“I welcome you to the Fourth National Shoe Fair, 
Nineteen thirty-nine is to be a year of Fairs. The great 
expositions in New York and San Francisco are mak- 
ing elaborate preparations and extravagant bids for a 
large part of the American dollar. The shoe industry 
is making the Fair motif nationwide, for shoe shows 
are spreading like the measles. Think of it—within the 
next two weeks there are scheduled seven shoe shows. 
With such duplication of effort and expenditure of 
time and money it makes one thinks that the shoe indus- 
try must be a branch of the government rather than a 
business. 

“This Fair stands today as a testimonial to the spirit 
of cooperation of the two sponsoring associations and 
the spirit of tolerance of the industry. This is a free 
market where all who will may come to buy and sell. 
Devlin the early English poet of our craft put it in- 
cisively in these words: 


WITH all branches of the industry filled 
with confidence for 1939, retailers, sales- 
men, and manufacturers took enough time 
out from order writing on the opening day 
of the Fair to join in a luncheon meeting 
and fire the year’s opening business guns. 

Nearly five hundred attended the lunch- 
eon in the Grand Ballroom which was 
decked out in American flags and banners. 
Seated at the room-length head table were 
representatives from all divisions of the 
industry as well as many of the men who 
had been working behind scenes to get the 
Fair into operation. 

Prefacing the principal speakers, Fred- 
erick A. Miller, chairman of the board, 
National Boot and Shoe Manufacturers 
Association, expressed gratitude for the 
co-operation of the manufacturers and 
dealers. 


‘Shoecraft, what better trade can be, 
Ancient, independent, free.’ 


That spirit lives today and this great Fair is token of it. 

“In the light of these ‘Firsts’ small wonder is it that 
this Fourth National Shoe Fair is first in size. There 
are over a 1050 sample rooms, this entire floor of ex- 
hibits and an unprecedentedly large attendance of 
merchants. Tell your friends in other businesses that 
no other industry has as big an exposition under one 
roof as the shoe trade. 

“It seems to me that these ‘Firsts’; viz., the spirit of 
cooperation and its attendant high principles of con- 
duct, and the primary emphasis on business contain 
lessons of far-reaching import as we witness the Dawn 
of a New Shoe Day. 

“We are the first trade to meet following the recent 
Congress of American Industry. All of us who followed 
its proceedings were thrilled with this theme of co- 
operation which pervaded every phase of that assembly. 
The National Association of Manufacturers went all 
the way in its declaration of good will and cooperative 
attitude toward labor and government for the revival 
of progress. Let us implement these great declara- 
tions by our actions and words when we return to our 
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EXPANDING SHOE FIELD 


Keynotes Sounded by Weir Stewart, Presiding Chairman 


of the National Shoe Fair, and Thomas H. Beck. Feat- 


ured Speaker, Give Inspiration to a Better Year Ahead 


stores and factories. The sooner we quit this three- 
way name calling among business, government and 
labor and come to the realization that business and 
labor are really co-workers and that our government is 
just what we as citizens make it, the better it will be 
for all of us. Never was such a realization more needed 
in this country and the world. Class and racial con- 
sciousness which have been and are continuing to be 
so insiduously and outrageously propagated by those 
within and without our borders have no place in 
America. 

“As Americans we have always prided ourselves on 
our fairness and sportsmanship. Is there anything 
American or sporting which sets up rules and regula- 
tions for one side which the other side does not have to 
observe. The same rules for both industry and labor 
will help speed the nation toward industrial accord and 


economic recovery. We are incurable ‘Micawbers,’ who 


Five leaders in the shoe i 


industry 
right: Steven Jay, Fyfe’s, _ Roger A. Selby, 
is Ball, present chief executive of that same body; 


and Shoe Manufacturers; Jay Ot 


John Slater, New York shoe merchant, and, 


believe that something is going to turn up to halt what 
is steadily advancing. We are all in general sympathy 
with America’s social objectives, but we do question 
some of the methods and some of the poor detours used 
to reach these objectives. We have failed to realize 
the supreme importance of our being vocal in an ag- 
gressive constructive way rather than in crying like 
spoiled brats. The effectiveness of being vocal was 
established in the fight on the Reorganization Bill. 
Let us here today make this New Year’s resolution 
that we will get in and fight for having things done in 
the American way. 

“Finally, what is our business? The business man’s 
job is to sell. Never in all history did the American 
business man have so much to sell as today. The re- 
search laboratory and inventive genius have given him 
unlimited products to sell and instead he has prosti- 

[TURN TO PAGE 30, PLEASE] 


at the opening luncheon on Tuesday, are, dof to 


past-president of National Boot 
standing, M. A. Mittelman, prominent 


Detroit shoe man. 














~ PASHION 
NOTES 


FROM THE 
NATIONAL SHOE 
FAIR 


N ovelty Treatments Strong in Variety 
of Materials and New Spring Colers 


S6@)PEN them up much more and you won't have 
any shoe left,” was one comment overheard in the corri- 
dors of the Hotel Stevens during the National Shoe 
Fair week. 

Open the 1939 shoes certainly are, with open heels 
and toes in all types. But there still seems to be plenty 
of shoe and plenty of place on the opened-up patters 
for interesting new treatments and use of materials 
and colors. 

First, as to materials. We all know that this is a 
very big year for black patent leather—the biggest, 
says one authority, since 1929. For early Spring sell- 
ing it is given as high as 80 per cent of total sales. 
And we ¢aw plenty of indications of this trend. The 
all-over patent shoe was supplemented by patent and 
mesh, and patent and gabardine combinations. One 
very striking model in black was half mesh and half 
patent, the inner side of the shoe being of patent. As 
the season progresses we may expect to see some sale 
of black patent trims on light-colored fabrics. And we 
did see several light calf shoes in a warm beige tone, 
trimmed with black patent. The general rule, however, 
is to trim the lighter mesh and other fabric shoes with 
colored calf and kid. 

After black patent, colored calfskin is the reigning 
favorite for early selling. (We shall discuss colors in 
a later paragraph.) There is marked interest in kid- 
skin for the second selling, especially in certain high 
style lines. Pleating, tucking and draping continue to 
give the kidskin shoe character and feminine grace. 

The popularity of crushed kid is shared by other 
leathers with surface interest such as grained and 
boarded calf, pigskin, reptile and reptile prints, pin 

[TURN TO PAGE 32, PLEASE] 


by ELEANOR RUTLEDGE 





Prominent in the Shoe Fair program 
were, left to right: Weir Stewart, gen- 
eral chairman; Joseph T. Geuting, Jr., 
chairman of the program committee; 
Michael Murphy, director of the Sales 
Planning and Promotion Clinic, and 
C. Benjamin Rush, shoe advertising 
and promotion authority. 


Left? George E. Gayou, convention 
manager, and Maude Thompson, 
fashion show director, check over last- 


minute details for the Style Show on 
Wednesday evening. 


Right: Weir Stewart, National Shoe 
Fair chairman, gives Arthur D. Ander- 
son, Jr., promotion manager, last- 
minute instructions before opening the 

doors for the Fair. 
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Reciprocal Canadian shoe men. Left 
to right, Rowland Hill, Jr., London, 
Ont.; Bruce Cardwell, president 
N.S.R.A. of Canada, Toronto; T. E. 
Turner, editor of the Shoe and Leather 


Journal, all veterans of the Fair. 


Three nationally-known shoe retailers, 
left to right: Clarence W. Pollock, 
Boston retail shoe executive; William 
(Billy) Pidgeon, well known Roch- 
ester, N. Y., retailer and secretary of 
the Fair, and Otto H. Hassell, one of 


Chicago’s prominent retailers. 


Familiar faces at many of the indus- 
try’s shows are, left to right: Everit 
B. Terhune, president of Boot and 
Shoe Recorder; Alfred J. Pauly, mem- 
ber of the Fair Committee; Lee Lang- 
ston, executive vice-president of the 
N.S.R.A., and John Laycock, Hanan & 
Son, Inc. 


Talking things over at the noonday 

luncheon session on the opening day 

of the Fair are, left to right: Joseph 

T. Geuting, Jr.; Harry M. Read, CGreg- 

ory & Read Company, Lynn, Mass., 

and E. S. Gerberich, Gerberich-Payne 
Shoe Co., Mount Joy, Pa. 








senephs T. Geuting, Jr., as a leader in 

of men’s footwear and 

of men’s style meetings, each 

year contributes much to make his fel- 
low shoe men better merchants. 


Steven J. Jay, a driving force from 
Detroit, tells merchants how to control 
their businesses to make a profit for 


the brains and effort expended 


Clarence W. Pollock gives a Bostonian 

distinction to the art of selling and 

calls for a new school of salesmanship 
at the fitting stool. 





























Harry E. Fontius, president of the 
N.S.R.A., told merchants that in order 
to materially increase store traffic they 
must carry as many of the necessary 
fashion accessories as possible. 


Secretary Nelson of the Tanners Coun- 

cil of America gets into the swing of 

things on opening day by getting into 

shirt sleeves at the all-leather educa- 
tional exhibit. 


Veteran travelers in the shoe field, 

Thomas A. Delaney and Joseph 

Kalisky, visit the Shoe Fair together 

prior to attending the meeting of the 

National Shoe Travelers Association 
on Friday. 


No Fair is complete without its touch 

of craftsmanship and color. Penobscot 

Indians from Old Town, Me., make 

hand-sewn moccasins. Princess Little 

Oak and Chief Knee Da Beh which, 

translated into Chicagoese, means Mr. 
and Mrs, Fred Francis. 
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Weir Stewart rates a palm for his splendid leadership of the 


National Shoe Fair this year. 


THE first of the Fairs as a slogan of the Chicago con- 
ventions was amplified by Chicagoans who said: “Re- 
member the story of the three merchants who had stores 
in a row? The one on the left put over his store a big 
sign saying ‘Gigantic Sale.’ The store on the right ‘Tre- 
mendous Clearance.’ The wise guy in the middle put up 
the sign ‘Main Entrance.” With becoming modesty, 
Chicago says “Main Entrance to the Fairs of 1939.” 

Make no mistake about it, the National Shoe Fair 
was indeed the main entrance to a busier and better 
shoe year. Basically, confidence in the business year of 
1939 was high. Well considered opinion indicates that 
January and February may be slow in starting, but 
Easter business will be good and improvement progres- 
sively made in the Summer months with America on 
the move, going places, and if production armament 
and heavy industries gather momentum, the Fall will be 
tops for a decade of preparation for better times. 

One note of alarm struck the Fair on Wednesday 
when the radio and newspapers carried the President’s 
message that war is a possibility in Europe, and that re- 
percussions may affect us. 

The shoe business is a short range operation in the 
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GET READY FOR A GOOD SHOE YEAR 


The Dawn of a New Shoe Day Was Heralded 
at the National Shoe Fair as an Opportunity 
Theme for Shoe Stores Everywhere 





New Directors of the National Shoe Retailers 
Association 


W. H. Adams Detroit, Mich. 
A. F. Clark Chicago, Il. 
J. C. Fedler, Jr.. Louisville, Ky. 


Resegh T. Counting, Je. Philadelphia, Pa. 


Edwin Hahn Washington, D. C. 
Joseph W. Mullen Moberly, Mo. 
Ted Orr... Cincinnati, Ohio 
George J. Bunn Salem, Ohio 


Carl Burghstahler Chicago, Ill. 








making of adequate stocks of women’s, men’s, and chil- 
dren’s shoes for Easter selling, and at best some advance 
productions for Summer sports and whites. For that 
reason business generally in the 1050 sample rooms 
ranged from “fair” to “best ever.” Some manufactur- 
ers reported orders placed in late December and the 
first week in January at all high tops, yet in no case did 
we see the sign “sold out.” A greater diversity of types 
of shoes were shown and sold than at any previous 
show. Novelties, fads, and fancies were particularly sal- 
able and the range is all the way from wooden soles to 
almost invisible uppers, to carry on the fad of “wide- 
open spaces” in women’s shoes. Having Easter, April 
9, in mind, emphasis was placed on patent in black and 
colors—japonica, marine blue, saddle tans and reds, 
and the more delicate colors from beige to fuchsia. 

The dawn of a new shoe day was prefaced by a re- 
markable sales month in December. Merchants, rang- 
ing from little country store operators to big chain op- 
erators, reported the biggest December in their business 
experience in 10 years. Shoes have at last become gift 
items and shoe stores are not in the “forgotten man” 
class. 

Edgar Guest, the nation’s poet, told of his experience 
as “father of the groom” and how he had looked into 
Emily Post’s book on etiquette for some advice on his 
conduct at the wedding. In a book of 600 pages he 
found one short line, “The father of the groom is only 
a guest at the wedding and need not be introduced to 
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the guests.” He said, “My one-shoe wardrobe truly in- 


dicates the part that men play, for my wife owns 38 


pairs and my daughter better than 40.” 

The big theme and by far the most active sellers in 
men’s shoes were the woven or huarache type shoes. 
They were sold in tans, neutrals, and in practically 
every color conceivable with both leather and crepe 
novelty soles. 

The general feeling in men’s shoes was that the real 
progress of 1939 would be made in the Summer and 
sport shoes and a chance for shoes to be shown in the 
early months of the year to merchants everywhere. 

The Fair opened early, with Monday business brisk, 
even though officially Weir Stewart started the Fair on 
Tuesday. Tuesday and Wednesday were high peak days 
in attendance and business placed. There was so much 
interest in selling and buying that the educational fea- 
tures played a very small part, although this convention 
was packed with useful features. The much-promoted 
educational movie theater actually built for the occa- 
sion in grey monk’s cloth covering an auditorium of 500 
seats was at one time run for the special benefit of two 
lone observers, a honeymoon couple, but many mer- 
chants asked, “Why not send the movies on tour?” 

One group of merchant meetings had an infallible at- 
traction—“The Science of Proper Shoe Fitting” —where 
orthopedic shoes, correctives, and naturals were dis- 
cussed by the hour and of which we will print more 
later. Merchants with problems of store management 
and expense control were given personalized advice by 
professors of marketing and retailing from Northwest- 
ern University. 

The noonday luncheons were inspirational and dy- 


John O'Connor, father of the 

national shoe shows, says, 

“The Fairs keep pace wii 

fashion and have shown ex- 

ceptional improvement with 
the years.” 


namic and came to a high peak at the Thursday noon 
session when General Hugh S. Johnson, commentator, 
columnist and soldier, carried his audience up to the 
peak. At this same meeting discussion of the wages and 
hour bill from the forum carried on previous conversa- 
tion between manufacturer and merchant, both up 
against the problem of getting deliveries of new shoes 
for Easter restricted 44 hour 
schedules. 

The double feature style show on Wednesday night 
was an eyeful and the best of the shows. The National 
Shoe Retailers’ Association reports splendid registration 
under the new one dollar membership plan and a week 
that was full of activities for the board of directors. 

An outstanding feature of the association week was 
the breakfast on Wednesday morning attended by sev- 
eral hundred merchants, city and state leaders, who 
serve as field officers in every state in the union. The 
activities of these men in their local and regional dis- 
tricts is due to the fact that they can muster all mer- 
chants for a legislative or economic campaign. The as- 
sociation develops a new strength by this plan of 


selling within the 


coordination. 

Highlights and lowlights in work and play range all 
the way from days spent for business, then cocktail 
parties, and “what have you.” These serve a very use- 
ful purpose in increasing the friendships in the trade 
and best of all give us an amazing picture of the return 
of confidence. This is no illusion of better times as 
practically every merchant reported better factory 
wages and better purchasing power the country over. 
There is very little of rising prices in the picture of the 

[TURN TO PAGE 35, PLEASE] 
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**GOOD business is what you make it” is the slogan 
that appeared on the front page of the Recorder Daily, 
distributed at the National Shoe Fair in Chicago this 
week. Along came a shoe man and said—cut out the 
“IT”—so what better slogan for all shoe men in 1939 
than “Good Business Is What You Make”—for it does 
appear that this is a year in which it will be possible, 
through good business, to make a profit. 

Watch the tide of business in general. It is rising. 
Factory payrolls show it; stocks and bonds are mov- 
ing upward; steel-making is up for everything from rail- 
roads to armament is iron-minded; automobile making 
is 25% higher than a year ago; construction and home 
building are from 10% to 18% greater; equipment 
shows substantial recovery. Commodity indices indi- 
cate buying—for new inventory-consumer goods are in 
demand. Money, too, is on the move—even WPA will 
not reach a peak of spending until June and then in 
flows armament spending by government and private 
contractors—a full billion spendable in 1939 between 
new plant and equipment and governmental planning 
for even more guns, airplanes and war goods in 1939 
and 1940. We are off again on a wave of nation-wide 
proportion—some of which is wasteful spending, but 
there it is, on the books for 1939 expansion. 

Adversely, there may be reduced farm income, higher 
costs through wage-hour legislation and artificial financ- 
ing with a very unsettled foreign situation which may 
blow the roof of the world off in 1939—BUT from now 
to Easter, at least, a steady flow of better business, bet- 
ter optimism and better opportunity for all. 

Once a year, at this time, we ask Editor Dr. Burton 
of FOOD INDUSTRIES “What-o’ the weather.” He 
predicted an uncommon year in 1938 with wild weather 
spots in an unusual program by Nature to confound 
the prophet — in 1939 he says an ordinary year of 
weather in a pattern mild and yet regular to the season. 
So, if January has its “ten days of snow, blizzard and 
cold” it’s because over the centuries of recorded 
weather, that has been common experience. Well, take 
it or leave it, but Weather or no, we will have weather 
as a factor in trade as well as farming—favorable to 
one crop and perversely unfavorable to another—yet 
the mean average (he says) will be ordinary weather. 

Now back to the Fair—the buyers are coming in as 
this is written—most of them saying inventories of 


OUTLOOK 


Up the Stairs in 1939 







By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


goods the public wants are low and banking background 
fair to better. For be it known, from San Diego to 
St. Johns, the banking world has found retail financing, 
orderly collections and interest payments high—and 
well worth while—in contrast with investment port- 
folios of any sort. Stagnant money in the bank, with- 
out interest, is not as good or secure as money moving 
in retail trade. So many a manufacturer will find that 
his service as a banking friend is less needed in 1939 
—but he has profited enormously in good-will for his 
faith in retailers in the past ten years. Look over the 
records—since 1929—and see what happened to invest- 
ments and how satisfactory, over the years, have been 
retail credits. Of the public’s willingness to pay—come 
fair or foul times—the world acknowledges the inherent 
honesty of Mr. Consumer who pays and pays and pays. 


SO it all adds up to a good year possible for nearly 
every industry, business and individual in 1939. For 
those who have survived the battles and the New Deals 
have life and courage to step up to opportunity with 
new vigor in selling and servicing. This is the first 
measure of conclusions gleaned through talking with 
shoe men and shoe merchants in Chicago—those early 
birds who were “open and ready” by Monday morning. 
The week is still unknown quantity—but the forerun- 
ners indicate a busy first quarter of 1939 to get shoes 
into stores for Easter selling. The picture is brighter. 

Don’t run off with the idea after reading so far that 
everything is “rosy glasses”—the boom is not so big 
that anything will sell—at extra mark-up. It’s still a 
country with big problems and the major one is unem- 
ployment. But the new year will be better than 1938 
by a wide margin—war excepted and unpredictable. 
Such a turmoil abroad will recoil upon us one way or . 
another. The situation for American retailing is—in 
balance, and better than anyone expected in spite of the 
recent Congress opening. The political pressure on eco- 
nomic events is discounted by the very fatigue of inter- 
est evident here in the almost complete neglect of the 
subject of politics for the other stimulus of buying to 
get delivery, and promoting, together, a better public 


interest in new shoes for Easter. 
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A STRAIGHT LINE 





Success Formula 


WINDOW : 


THE WINDOW is a silent salesman, 
working day and night. The highest type 
of showmanship must be employed and de- 
signed to attract both foot and automobile 
traffic. The special Teacher background as 
illustrated is equivalent to a ten-foot illu- 
minated outdoor sign. 

TRAFFIC is of great importance. The 
most successful location is one where the 
traffic is made up of the kind of people to 
whom your merchandise should have the 
greatest appeal. 


TRAFFIC 


MAN 


THE MAN is the vital contact between 
the product and the consumer. He must 
understand human nature. He must have a 
knowledge of the human foot, knowledge 
of scientific shoe design and construction, 
knowledge of shoe fitting, knowledge of 
business and management and budget con- 
trol, and, finally knowledge of himself. 
He must understand and know the benefit 
of service before self and service before 


the dollar. 


The Makers of Health Spot Shoes, thru study and research, have devel- 

oped a Formula for Success and have instructions for getting the 

maximum results from THE WINDOW, TRAFFIC, AND THE MAN. 

There are many towns available where the right dealer has a splendid 

opportunity to build a profitable business with Health Spot Shoes. 
Write today for full information. 


THE MOST COMPLETE LINE OF CORRECTIVE SHOES IN AMERICA FOR MEN, WOMEN AND CHILORER 
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©¢ ANY business that survives the buffeting and rough- 
and-tumble action of more than ten or fifteen years, will 
find itself inevitably in the position of a public servant. 
Although most of us now recognize our responsibilities, 
and accept it with a measure of calm, the fact (not 
so long ago) was completely ignored. 

“This matter of ‘serving the public,’ becomes more 
and more involved as the science of business evolves. 
Not to mention the record-keeping, budgeting, promot- 
ing and planning that is taken for granted in modern 
business, and actual mechanical developments and 
physical changes of retail stores—not only in the kind 
and variety of stock carried, but in its handling and 
management—is something that the old-time Corner- 
Store Keeper would refuse to believe. Even at the turn 
of the century, the stock that perched in the Corner- 
Store—on the creaky floor or the splintery shelves con- 
sisted largely of semi-antique groceries, dusty hard- 
ware, a barrel of questionable crackers, several yards 
of calico, brooms, pails, straw hats and post-cards. 
Tastes were simple, necessities were few—and a 
farmer’s straw hat that didn’t sell this year could be 
quickly flipped with a dust-cloth and blithely sold next 
year. There was no penalty for stock that sat on the 
shelf—unless, of course, mice actually made nests in the 
straw hats, or worms took up lodging in the figs. 


©THE manager of this enterprising type of business 
considered himself lucky if he enticed the trade of 
75 to a 100 families—families who generally ‘came to 
town’ on Saturday nights. The proprietor not only 
knew each family personally, but each member of the 
family, and his probable wants and needs. The store- 
owner did his buying and his planning (if any) by 
instinct. The cold finger of business as a ‘science’ had 
yet to be thrust under his unsuspecting nose—‘buying’ 
as a problem caused him no more concern than his 
lackadaisical methods of selling. 

“In sharp contrast to the easy-going, slip-shop, small- 
town commerce of 50 years ago, today’s mathematical 
approach to Business As A Science is an almost astro- 
nomical marvel. 

“Although business may be spoken of as almost a 


EFFECTIVE MERCHANDISING CONTROL 


by STEVEN J. JAY 


O} R. H. Fyfe & Co., Detroit, Who Discussed Modern Merchandising 
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Methods at the Educational Meeting of the N.S.R.A. on the Opening 
Day of the National Shoe Fair at Chicago 


science, it is far from an exact science—and its daily, 
monthly and yearly variations—its cycles, its spurts and 
dips—make it far from easy to follow a definite busi- 
ness pattern, or to schedule a workable plan. Business 
might almost be called a science of variable factors— 
and our job is to ‘sharpen the old Eagle Eye’—and to 
evolve as scientific a bit of guesswork as is humanly 
possible. 


**NMERCHANDISING control is a very high-sounding 
name for an orderly system of office mechanics; it’s a 
new phrase to express the development of an old idea— 
nothing more or less than the regulation of your stock. 
Merchandise control puts at your finger tips the ‘vital 
statistics’ of your business; it tells you what stock you 
have in the store, how much is coming next week and 
how much should be in a month from now. 

“Merchandise control gives you the power to regu- 
late operation—to change plans as the winds of busi- 
ness blow hot or cool. 

“So that we might learn more about the possibilities 
and limitations of this hair-trigger method of control, 
we have conducted endless experiments, and made 
countless adjustments. Just as the only lesson we 
learn from history is that we learn nothing from 
history, so do our experiments with merchandise con- 
trol bring us to the enlightening conclusion that it 
is certainly a most sensitive factor—and that its study 
should command far greater attention that it has ex- 
cited to date. We have scratched only into the the sur- 
face—and although we are glad to relate our experi- 
ments and to share our experiences with you here, you 
may learn nothing new. You should, however, be able 
to compare your problems with ours, and to consider 
the explanations perhaps as a review. 


SSWVE at Fyfes approach the control of merchandise 
in this way: we herd together the total pairs of shoes 
sold in each department, over a six-month’s period. 
Then, drawing from our experience, and judging out- 
side conditions as best we may, we estimate what might 
be expected in the way of an increase or a drop in 

[TURN TO PAGE 34, PLEASE] 
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Naturally you would believe that the trade-marked leather sole 
was the better one. Brand names always do more than identify. 
C. F. Kettering, General Motors Vice President in charge of re- 
search, says—“People think that if they have a name for a thing 
they understand it.” The name strengthens one’s confidence in merit 
whether it be on the leather soles of men’s shoes or the tires of a 
motor car. 


KISTLER “BENCH BRAND” SOLE LEATHER 


A BALANCED TANNAGE %* 

will hold the confidence our trade mark inspires. Hides from which 
it is made have strength of fibre to start with. During the months 
required for tanning this strength is increased and made to last. 
The result is better sole leather, consequently better shoes when 
used; shoes that offer greatest comfort—greatest protection to 
health—greatest service—and from your standpoint—greatest 
sales appeal. 


(any mT Mm = , pis Cuany mermesenrs « 
Kl Le may === 
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Reverse Auction Sale 


A new type shoe sale was recently 
tried by the Kernan Shoe Store, in 
Grand Island, Nebraska. 

The sale was advertised as a RE- 
VERSE AUCTION SALE and ran for 
four days. A day before the sale an 
ad was run in the papers saying the 
prices on shoes would be reduced 
fifty cents a day or two dollars if the 
customers came in the last day of the 
sale. 

The customers were also warned 
that stock was not large and if they 
wanted a particular shoe they had 
better come on the opening day. 

This unusual automatic mark down 
drew record crowds and the store 
disposed of a large surplus stock. 


oe 2: o 


“Match your evening slippers to 
the brilliant color of your gloves.” 
(1. Miller, Fifth Avenue, New York) 





Notes on Previous Operations 


Buyer Charles F. Watson of Odom, 
Bowers & White, Birmingham, Ala- 
bama, finds it very helpful to keep a 
business scrap book. In it he keeps a 
complete record of seasonal promo- 
tions, newspaper ads and effective 
selling ideas, not only of his shoe de- 
partment, but also of effective selling 
promotions of other shoe stores. 

He finds this scrap book of great 
value as a reference in timing promo- 
tions each season and as a record of 
which ads and window displays have 
clicked in the past. By checking back 
on the “pulling power” of each idea, 
buyer Watson is able to take some of 
the guesswork out of that ever chang- 
ing pattern of retailing. 

* - * 

“Made to fit with liquid smooth- 
ness—on lasts that seem to be made 
just for you.” 


(A. S. Beck, Newark, N. J.) 





employee? 


Mdina! iy oye ever dig in 
. the 


10. Do you pay a decent 
that 





Retailers! Ask Yourselves These Questions 


1. re rt ee Se yee 


2. Do you think twice before having it out with an 
employee for some error anyone could commit? 
3. Do you ever praise a good job on the part of an 


4. Do you ever give a bonus after a profitable period 
or split extra profits for good work? 

5. Do you get to work on time? 

© Dp ee eee a eee business from all 


Do your respect you? 
reasonable distance from them? 
wage 


Si Gdadiedie ase altens om the cert Sor 
other opportunities? 


that you aren’t afraid 
Do you keep a 


or are your such 

















Setting the Basement’s Policy 


If you need more room and have a 
large unused basement, make it over 
into a retail sales floor—gives in- 
creased effective store space at no 
increase in rent. 

As “Advertising Almanac” for Feb- 
ruary, 1939, says, “Most basements 
evolve methods that grow out of the 
experience gained in catering to four 
kinds of customers: 

“1. Regular store customers who 
shop both upstairs and downstairs, 
taking advantage of the more com- 
plete assortments afforded by dual 
stocks. 

“2. Habitual basement shoppers 
who do all or nearly all their buying 
in basements from force of habit. 

“3. Shoppers who shop wherever 
bargains are advertised. 

“4. Those who from necessity or 
exceptionally great thrift stretch 
every dollar as far as possible by 
shopping in many stores—upstairs and 
downstairs before buying.” 

* * = 


“Prophetic of fashions to come . . . 
elegance in shoes of kidskin.” 
(Volk’s, Dallas) 


oe 


Meeting the Customer’s Needs 


Manager Otto Siercks of Buck’s 
Booterie, Grand Island, Nebraska, 
puts his card file of sales to really 
effective use. 

Not only does he record the name 
and address of the customer and the 
shoes bought, but also the style she 
wore when she came into the store 
and any other information he could 
discover about preferences. 

A couple of weeks before a sale 
Mr. Siercks checks through the card 
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BEST IDEA OF THE WEEK 
QUICK CHANGE ARTIST 
(Walk-Over Shoe Store, St. Louis, Mo.) 


O.P.Jdeator—“What's the idea of changing your 
window in the middle of the day?” 


Manager John F. Wagner—“Notice the weather? It 
was bright and clear this morning. Now it’s beginning 
to rain and may turn to snow. It only takes a few 
minutes to change a display and it may bring in many 
dollars.” 


O.P Ideator—“What kind of a display is it going to 
be?” 


O.P Ideator—*I shouldn’t think such a display, made 
in a hurry, could have much eye appeal?” 


Mr. Wagner—“It’s all laid out according to a pre- 
arranged plan—designed for speed and simplicity.” 

“The idea is to place a rubber oxford alongside an 
attractive shoe—one for the. left foot, the other for the 
right. A small sign in the window says: ‘CAN YOU 
TELL THE DIFFERENCE?—the rubber oxford on 
the left gives adequate wet weather protection, yet 
does not detract from your appearance’.” 


of every utility. 
minder to get foot protection. 


and sell on sight.” 





Mr. Wagner—“A rain and snow display of rubbers 
This kind of weather is a great re- 
We are now plugging 
rubber oxfords—they are attractive, not too expensive 


O.P Ideator—“Sounds like it should produce sales.” 


Mr. Wagner—“It does. 
tive customer when he needs the item most.” 


It appeals to the prospec- 








index. Then he notifies the various 
customers that the style they prefer 
will be available for them a day or so 
before the regular public sale. 


—OPI— 


Union Label Appeal 


Weiler’s Shoe Store at 2642 Chero- 
kee Avenue, St. Louis, has won the 
approval of the factory workers living 
in its neighborhood. The words 
UNION MADE are prominent in their 
advertising, window displays and gen- 
eral promotion. 


. ” * 


“Year-in, year-out I’ve found good 
taste, fine leathers and advance styl- 
ing in these fantastically-reasonable 
shoes!” (Cutler, Chicago) 


—OPI— 


Attracting the Co-eds 


To attract the attention of Univer- 
sity of Wichita co-eds Manager Jack 
Kimple of Allen W. Hinkel Co.’s shoe 
department advertises in the student 
paper, the Sunflower. To put pep in 
the ads he has student cartoonist 
Marts sketch student activities and 
tie them up with shoe leaders. 

When 6,000 school teachers con- 
vened in Wichita last month, quick 
thinking Kimple bought 600 copies of 
the Sunflower and placed them on the 
registry desks of the hotels with an 
invitation to the teachers to take one. 

In two days 300 copies were taken 
and many new shoe customers were 
made before the week was up. 





A NEW HIGH 
IN QUALITY 

A NEW LOW 
IN PRICE! 


60 
BACHELOR HEAVIES 


Man! Winser's jusc ahead! You'll HAVE to have 
new, winter weight shoes! And you really owe it vo 
yourself to see these handsome, sturdy, well made 
Bachelor Shoes. Kind co your eyes! Kind to your 
feet! KIND TO YOUR POCKETBOOK! 


Wetherby-Kayser 


S17 West 7th .. . S416 Wilshire . . . 715 S. Flower 
Ambessador Hote! . 476 © Colorado, Pasadena 











And kind to your nose when it 
blows—jfor heavy winter weights are 
protective. 


* * * 
“Platjorms—the new air-light, hi- 


sole fashion that makes every step 


ecstatic!” 
(Leed’s, Denver) 


Customers Draw Customers 


Clark’s Shoe Store, 7th Avenue at 
41st Street, New York, cut the size 
of their store in half. A small reduc- 
tion in rent, but more important— 
the psychological effect. Two or three 
customers look like a crowd in a small 
store while a large store would still 
appear almost vacant-——-and appear- 
ance of activity draws customers. The 
sightseeing busses even window dress 
with free passengers for no one would 
get aboard an empty bus. 


—OPI— 


Here are a few selling slogans to 
help you clear your shelves of sur- 
plus stock in January. 

“First choice is best choice.” 

“The weather man has let us down 
—the ‘June in January’ weather makes 
it necessary to sacrifice our 1939 Win- 
ter styles.” 

“We'll be mobbed.” 

“January sale is on.” 

“Re-grouped and further reduced.” 

“You need a shoe like this for Win- 
ter.” 

“Dollar days.” 

“Fiscal year end clearance.” 

“Store wide sale of values.” 

“14 price clearance of women’s 
shoes.” 

“Davison’s bell ringer sales.” 

“January hit parade.” 

“Bargain booster.” 

“Sale—our entire stock of Fall & 
Winter shoes.” 
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Changing World and Expanding Shoe Field 


[CONTINUED FROM PAGE 15] 


tuted his talents. Business today reeks 
of bank nights, sweepstakes, bingo, 
numbers and other rackets. All too 
prevalent is the question ‘What is your 
proposition?’ It is time that we got 
back to fundamentals and sold mer- 
chandise and service—not propositions, 
advertising allowances, dating, and re- 
turn and exchange privileges and all 
the crack-pot schemes that have re- 
placed real salesmanship. 

“The one question uppermost in the 
minds of each of us today is ‘Will busi- 
ness come back in 19397’ My friends, 
our business will come back if we go 
out, lasso it, hog-tie it, and bring it 
back with a revival of that almost lost 
art—SALESMANSHIP. 

“Ours is a selling job! If we here 
can catch that first this will be, indeed, 
the First of the Fairs, and 1939 will 
indeed be a very Happy New Year! 


Beck Featured Speaker 
at Opening Session 


“Business for the shoe industry in 
1939 will be just as good as the shoe- 
men make it!” This, together with a 
reminder that the manufacturers keep 
abreast of the times, was the convic- 
tion of Thomas H. Beck, president of 
the Crowell Publishing Company, who 
was the principal speaker of the open- 
ing meeting and joint luncheon at the 
National Shoe Fair on Tuesday Jan. 3, 
at the Stevens Hotel. 

Drawing upon his years of experi- 
ence as salesman and publisher, Mr. 
Beck cited instances of the tremendous 
advances made by science—as well as 
industry—since the turn of the century. 

“In 1901, during the second adminis- 
tration of William McKinley,” he said, 
“the slogan of that day was that trade 
follows the flag. Today,” he said, “busi- 
ness follows advertising.” 

The automotive industry, Mr. Beck 
pointed out, has demonstrated the fact 
that its product can be manufactured 
and distributed all over the world more 
economically now than ever before. 
What that industry can do, he said, 
the shoe industry can also accomplish. 

Mr. Beck said further: “When I 
was in the automobile business (which 
was a great many years ago) I 
learned, too, to demonstrate things. I 
found that people had very little im- 
agination about anything outside of 
their own line. On the other hand, I 
found nearly everybody could see as 
well as one another except for those 
few that are blind, or hear as well as 


that that was so on one occasion when 
selling automobiles. One of our great 
talking points was the 10-inch uphol- 
stery the car had, and I had a great 
talk based on the ease, comfort and 
luxury of the 10-inch upholstery when 
one day it occurred to me to let the 
prospect sit on the darn thing and his 
comfort told him more than I could 
ever tell him. That saves a lot of time. 

“Ten years ago, or thereabouts, I 
was in Philadelphia attending a con- 
vention like this. When I got through 
and left the hotel it was 11:05; the: 
11 o’clock train for New York had left. 





DATES TO REMEMBER 


Michigan Annual Shoe Fair, Hotel 
Statler, Detroit, Mich. 
January 8, 9, 10, 1939 
Northwestern Shoe Retailers Associa- 
tion, Annual Convention, Hotel St. 
Paul, St. Paul, Minn. 
January 8, 9, 10, 1939 
Charlotte Shoe Fair, Hotels Charlotte 
and Selwyn, Charlotte, N. C. 
January 8, 9, 10, 1939 
17th Annual Boston Shoe Show and 
Convention, Hotel Statler, Boston, 
BOR ewer wcescte January 9, 10, 11, 1939 
Joint Convention, Southwestern Shoe 
Travelers Association and Texas- 
Oklahoma Shoe Retailers’ Associa- 
tion, Gunter Hotel, San Antonio, 
Texas January 15, 16, 17, 18, 1939 
16th Annual Shoe Buyers’ Week, In- 
diana Shoe Travelers Association, 
Claypool Hotel, Indianapolis, Ind. 
January 15, 16, 17, 1939 
Southern Shoe Exposition, E. A. Rich- 
ardson, Manager, Tutwiler Hotel, 


Birmingham, Ala. 
January 15, 16, 17, 1939 


Middle Atlantic Shoe Retailers Asso- 
ciation, 25th Annual Convention and 
Exhibition, Lord Baltimore Hotel, 
Baltimore, Md. i 

February 12, 13, 14, 1939 

Buffalo Shoe Style Show, Hotel 
Statler, Buffalo, N. Y....March 5, 6, 1939 

Official Opening of American Lea‘hers 
and Style Confererce for Fall. 1939, 
Waldorf-Astoria Hotel, New York 

March 27, 28, 1939 

Annual Convention, Illinois Shoe Re- 
tailers and Shoe Travelers, Pere 
Marquette Hotel, Peoria, Ill. 

May 21, 22, 1939 

Midwest Shoe Fair, Netherland Plaza 
Hotel, Cincinnati, Ohio 

Jane 11, 12, 13, 1939 


Iowa Shoe Travelers Association Con- 
vention and Style Show, Des Moines, 
BOWE Mic Veesessen June 11, 12, 13, 1939 

Annual Convention, California Shoe 
Retailers Association, Hotel Bilt- 
more, Los Angeles, Calif. 

June 12, 13, 14, 1939 

Official Opening of Americ>n Leathers 
and Style Conference for Sprin 
1940, Waldorf-Astoria Hotel, New York 

September 18, 19, 1939 
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I took a taxi, drove to the Camden 
Airport and waited for a ship to take 
me to Newark. I want to show you 
what happened ten years ago in 90 
minutes in a business man’s day. 

“In going over to Camden we crossed 
the longest over-water bridge in the 
world at that time—from Philadelphia 
to Camden. We got to the airport in 
time to see Amelia Earhart fluttering 
down like a fallen leaf in an autogiro, 
with safety. We saw, at the end of 
the field, while waiting for the ship to 
come in, a naval blimp coming down 
on the field. Pretty soon the ship for 
Washington came in and took off. Our 
ship for New York came in. We got 
aboard. We hadn’t traveled any fur- 
ther than Trenton than the pilot turned 
around and said, ‘Look down under us. 
There’s the “Los Angeles”’ which was 
the largest dirigible in the world at 
that time. 

“We got to Newark Airport and took 
a fast bus and traveled through the 
Holland Tunnel, the longest under- 
water tunnel in the world; got into a 
taxicab at the Pennsylvania Station 
and drove to the Chrysler Building 
which was the tallest building in the 
world at that time, went to the 67th 
floor to the Cloud Club and sat down 
for luncheon. 

“T looked at my watch and 90 minutes 
had elapsed—90 minutes and I had 
been in an airplane, I had seen a blimp, 
an autogiro, the ‘Los Angeles’; I had 
been over the longest over-water bridge 
in the world, through the longest tun- 
nel in the world, in the highest build- 
ing in the world and sat down to 
luncheon in 90 minutes. That was ten 
years ago and there are still people 
who are not flying. Can you imagine 
such a thing? If you can, I can’t. 

“Five years ago out here in the West 
they developed these marvelous Zephyr 
Diesel engine trains. Early this year 
I went from Chicago to Los Angeles on 
the exhibition trains of the Santa Fe, 
the new Super-Chief and the El Capi- 
tan. We took it slowly because we were 
exhibiting the train at each place. I 
went with the technicians so I would 
know more about it. 

“Here are Diesel engines now com- 
ing into our transportation system. 
They are not building any more switch 
engines run by steam at all. Why? A 
Diesel engine gets 37 per cent of the 
efficiency of the power in the coal and 
delivers it to the driving wheels. The 
steam locomotive which has been in use 
for generations delivers between 8 and 
9 per cent, or to put it another way, I 
rode in the cab of the engine from 
Albuquerque, N. M., to Winslow, Ariz., 
210 miles, at an average speed for the 

entire distance of 84 miles an hour. 
When we arrived in Winslow I asked 
one of the technicians te tell me what 
was the cost of fuel for this run. He 
said, ‘I will tell you in a few minutes.’ 

“He looked it up, worked it out for me 
and told me, ‘$9.85’. They pulled 14 
cars 210 miles at 84 miles an hour at 

[TURN TO PAGE 37, PLEASE] 
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“LIKE FATHER LIKE SON.” “Hans,” the new Amsterdam Dutch 
Boy last for boys’ shoes, takes its place beside the popularly ac- 
cepted Amsterdam last for men. 

It is destined to find great favor in many boys’ lines for Spring 
and Summer. The first practical adaptation with the Dutch influ- 
ence in boys’ lasts will be received with favor by your trade. 


Its interpretation means better fit, more comfort, and elimination 
of vamp wrinkles. 


UNITED LAST COMPANY 


56 Cherry Street BROCKTON BRANCH Brockton, Mass. 































































Fashion Notes from the Shoe Fair 


[CONTINUED FROM PAGE 17] 


seal and seal. We even saw a very 
smart and interesting shoe made of 
fish skin. 

Among fabrics the great excitement 
is, of course, mesh. And mesh, in dark 
colors, for Easter—or even earlier— 
selling. The trend toward opened-up 
shoes is probably the basic reason for 
the popularity of mesh. But there are 
certainly other reasons. One lies in the 
mesh itself which is unusually attractive 
as well as strong and supple this year. 
The most popular type has big open- 
ings but a silk mesh—with smaller 
openings—is also on the market and is 
well-received. 

Another new idea is mesh with 
leather or leather-like strips inter- 
woven. It is not in general use but is 
an interesting adaptation of the popu- 
lar woven and huarache treatments. 

Gabardine has a very definite place 
in the Spring shoe picture. And this 
year elasticizing has given it a new 
importance. A clever use of elasticized 
gabardine is illustrated here in the 
“spat” shoe. 

Linen, especially natural, trimmed 
with tan calf, is expected to do well as 
the season goes on. Some of it is sell- 
ing right now for such sections as 
Kentucky and Texas. 

The importance of elasticized mate- 
rials cannot be too strongly emphasized. 
Everyone is very enthusiastic. Suede, 
ealf, crushed kid and other leathers, 
gabardine and mesh, all have been suc- 
cessfully elasticized and have opened 
up a whole new field in designing and 
manufacturing—not to mention selling. 
One manufacturer says his pumps in 
elasticized materials are as important 
as his high-cut patterns. 

In the matter of color, earlier pre- 
dictions seem to be holding good. First, 
for early selling, comes black patent. 
After that, several colors in calfskin, 
followed by the same colors in kidskin 
and reptiles. The rosy rust family is 
number one choice, followed by a light 
navy as a close second. For Easter, 
blue is expected by some to take first 
place. Undoubtedly both the blue and 
the tan-rust families will be very im- 
portant for Easter. They are such 
definitely right colors for Easter cos- 
tumes. 

Opinions differ regarding wine. Many 
retailers consider it as an extra, not 
a volume, color. One manufacturer with 
whom I talked thinks that he and the 
majority of manufacturers missed the 
boat with wine. The retailer wants 
plenty of wine, he says, and can’t get it. 


and beiges and the new shades 
have a certain limited appeal. Some 
of these shoes were lovely and 


attractive in many types and all price 
levels. 

When it comes to patterns, every- 
thing goes so long as it’s sufficiently 
open. Oxfords, stepins, pumps—all 
with open back and toes. Perforations 
and cut-outs are still very popular. 

Many strap patterns, regardless of 
the popularity of elasticized and gored 
patterns, are being shown—and sold, 
with the broad sabot as the newest 
version. 

Pleating, tucking and draping con- 
tinue, with quilting or puffing as the 
newest dressmaker idea. 

The huarache influence is strong in 
sport types and appears in dressier 
patterns as trimming treatments in 
interwoven strips. 

Flower embroidery is seen here and 





Noell to Manage 
Marott Department 


INDIANAPOLIS, IND.—Ralph L. Noell 
has been appointed manager of the 
men’s department of the Marott Shoe 
Store, it was announced by George J. 
Marott, recently. 





RALPH L. NOELL 


Noell is a veteran in the men’s shoe 
business, having had many years of 
experience in Indianapolis and in Du- 
luth, Minn. He was in the shoe busi- 
ness here in an executive capacity for 
a number of years, and returns to In- 
dianapolis from Newcastle, Ind., where 
he was last engaged in an official ca- 
pacity. 

He is recognized as an authority in 
the selection of fine footwear for men, 
having extensive knowledge of con- 
struction, leathers, style and lasts. 
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there and is pretty and summery on 
mesh shoes. 

The rocker bottom Dutch type is hav- 
ing a certain play. In modified ver- 
sions it is very young and cute. 

‘By and large, we saw fewer novelty 
heels than we expected. The “perma- 
nent wave” (as illustrated) seemed to 
be the most popular and fits grace- 
fully into many patterns. 

Qualified approval seems to be the 
general attitude toward the platform 
sole—one of the three “burning issues” 
of 1939 which we discussed in our 
Dec. 24 Shoe Fair issue. Everybody 
has a few patterns, the half platforms 
being the general rule. 

In the best-selling models of style 
houses, the pattern is frequently shown 
both with and without the platform 
sole. One manufacturer finds they sell 
best in his welt types where, he says, 
“they give a new interest and snap to 
classic patterns.” 

Their main function in all types and 
price brackets seems to be as an area 
for contrasting color trimming. We 
still think they are very smart and at- 
tractive and very comfortable. And we 
still think the right promotion will 
make them a best-seller in Summer 
types and for practical comfort at the 
two 19389 World’s Fairs. 

No doubt of it, there is plenty of 
new ideas in the shoe market. If the 
retailer shows his usual enterprise and 
ingenuity, a very big season lies ahead. 





Iowa Travelers to Meet 


Des Motnes, Iowa.—A special meet- 
ing of the Iowa National Shoe Tra- 
velers’ Assn. has been called for Sat- 
urday, January 14, at Hotel Fort Des 
Moines, here, to hear the report from 
the delegates who attended the Na- 
tional Convention in Chicago. 

New officers of the association for 
1939 are as follows: Carl P. Ortlund, 
president; E. N. Ochsner, vice-presi- 
dent; J. E. Wm. Prescott, secretary- 
treasurer; O. R. Blechinger, chairman 
of the board. The object of the newly 
elected officers is to cooperate with the 
newly reorganized Iowa Shoe Re- 
tailers’ Association. 

The following delegates were chosen 
to attend the National Shoe Fair at 
Chicago: Willard M. Griest, W. N. 
Ochsner, Carl P. Ortlund. and J. E. 
William Prescott. 





New Tongue Pads 


New York—New all-wool felt tongue 
pads have been developed by Modern 
Orthopedic Appliance Co., here, to 
facilitate fitting of shoes. Shaped to 
fit the back of the shoe tongue, they 
are treated so as to be self-adhesive. 
and therefore easily applied. 

These tongue pads are of great as 
sistance in fitting bony insteps. They 
relieve pressure and prevent heel-slip 
by adding leverage. 

Invented by Seymour E. Schwartz 
and Solomon Schwartz, a patent was 
received for them on Dec. 13, 1938. 
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Winter Shoe Business Good on Coast 





San Francisco Stores Featuring Open Shoes for Winter— 
Colorful Spring Season Anticipated 


San Francisco. CaL.—San Fran- 
cisco shoe business has lived up to ex- 
pectations and the Winter selling is 
well under way. San Francisco stores 
as a whole are continuing to feature 
open toe and heel styles for Winter 
wear with wine as the most popular 
color. 

At the Frank Werner stores the Jan- 
uary feature is the Southern shoe for 
resort wear. These are shown in white, 
blue and brown in open styles. On 
February 1 they will start showing 
their Spring styles. Wine is expected 
to be an even bigger item for Spring 
than for Fall because it goes with so 
many other colors. They will also 
show half-platforms, but only a few. 
The Christmas season was good, espe- 
cially in costume jewelry for gifts. 

Mr. Henry Wolf, manager of the 
Frank More Shoe Shop, says they are 
still selling platform soles—the most 
popular being black with wine trim— 
and matching bags. Open styles are 
the best sellers. They have found that 
the more refined platform sole goes bet- 
ter than the bulkier one, probably be- 
cause it is more feminine. Mrs. Frank 
More has just returned from the Guild 
Show in New York. She brought back 
new ideas on advance selections for 
Spring in new patterns, colors, and 
materials. 


The Roos Bros. women’s shoe depart- 
ment did an excellent Christmas busi- 
ness in spite of the fact that they are 
at present operating in temporary 
quarters. They expect to be installed 


in their new and larger department on 
the second floor by February Ist. 

Sommer & Kaufmann are antici- 
pating a brisk and interesting Spring 
season. Max H. Sommer and William 
Kaufmann, merchandising -managers, 
have recently returned from a business 
trip in the East. So far wine suedes 
have been the predominant note in their 
Winter business, but the demand for 
colored as well as black patent leather 
is beginning. The slip-on style with 
the wafer-thin platform sole in con- 
trasting colors is the high note for wo- 
men, while in men’s shoes they have 
been doing a wonderful business in the 
square toe style in all materials. 

Mr. H. L. Porter, manager of their 
new skiing department, says that he 
expects ski boots accompanying com- 
plete outfits to be in great demand 
soon. They increased their riding boot 
business approximately 25 per cent 
after installing a riding room and sell- 
ing jodhpur outfits at $11.45 and riding 
boot outfits at $13.45. It is expected 
that the ski outfits will duplicate this 
record. They are also carrying ice- 
skates and boots for the first time this 
season and feel that ice skates have 
come to California to stay. 

The shoe department in the O’Connor 
Moffat Store has installed a new line 
of children’s shoes about which they 
are very enthusiastic. Mr. Harry Gib- 
son, the shoe buyer, says “They are one 
of the best fitting lines in the country, 
and are extremely successful.” Mr. Gib- 
son just got back from the East and is 


anticipating a colorful spring season 
with emphasis on very open, skeleton 
styles. Even in corrective shoes the 
open toe style is featured. The best 
selling materials are patent leather, 
Capri kid, Baby calf, and Maracaine 
kid. O’Connor Moffat are at present 
featuring a Dutch type shoe. This is 
a high-walled type with a keg heel. 
Their past season has been most suc- 
cessful. 


N. Y. Travelers Elect Officers 


New York—More than 75 members 
and guests attended the annual meet- 
ing and dinner of the Boot and Shoe 
Travelers Association of New York, 
held recently at the Hotel McAlpin. 

Thomas G. Englund was reelected 
president of the association at the meet- 
ing of members which preceded the 
dinner. Other officers elected were: 
Harold Callahan, first vice-president; 
William Monsees, second vice-presi- 
dent; Edward Brown, third vice-presi- 
dent; Charles Havranck, secretary- 
treasurer, and George Daven, assistant 
secretary-treasurer. John J. Fitzpat- 
rick was named as attorney and Bert 
Drake and Lou Friedman were elected 
to the Board of Governors for a two- 
year term. 


J. E. Copas Promoted 


Los ANGELES, CALIF.—J. E. Copas is 
now managing Huggin’s Wilshire Bou- 
levard shop. He has had considerable 
experience in the better stores of this 
section for a number of years. For 
several years he was assistant man- 
ager to Joseph S. Wallace in the Hug- 
gin shop. After the resignation of Mr. 
Wallace he was promoted to the posi- 
tion of manager. 











Effective Merchandising Control 


[CONTINUED FROM PAGE 26] 


sales for the coming six months. To 
the six-month’s total we then add this 
estimated increase, or subtract the 
estimated decrease, and this new figure 
becomes our planned objective for sales 
(by pairs) for the next six menths. For 
example, we might add some figure be- 
tween 10 and 20 per cent as a possible 
increase. 

“This planned figure for six months’ 
sales should then be given the ‘ending 
inventory treatment’—this mythical 
‘ending inventory’ in turn being deter- 
mined from past records and expected 
sales. 

“If, for instance, you operate on a 
Jan. 31 inventory, your ending inven- 
tory for Jan. 31 will be, obviously, your 
beginning inventory for Feb. 1—but 
until this date arrives, the beginning 
inventory must be estimated—and the 
closer you can approximate this figure, 
the closer you can plan your buying 
budget. As you approach your inven- 
tory date, the picture clarifies, and ad- 
justments in your buying plans may be 
made as the opportunity presents 
itself. 

“Assuming your beginning inventory 
(or base stock) figure to be fairly accu- 
rate, subtract this from the total pair- 
age of your planned objective (or ex- 
pected six-months’ sales), add your 
estimated ending inventory, and you 
have a working plan for what is open 
for purchase. 

“Day by day we receive reports of 
sales (from the previous day) and ad- 
just our records accordingly. In this 
way we keep a sensitive finger on the 
pulse of the buying public, and if we 
sense a retrenchment, we adjust our 
figures to the conservative side; if we 
feel a buying splurge, we in turn be- 
come bolder. 

“In order to obtain a clear cross sec- 
tion of sales, we keep tally not only on 
the total pairs sold, pairs arriving, 
pairs ordered, etc., but of sales in dol- 
lars, sales in the different price lines, 
sales as divided into colors, or heel- 
heights, or leathers. The totaling and 
analysis of these various—and varying 
—factors give a complete, yet ever- 
changing, picture of our active busi- 
ness. 

“Familiarity with such records de- 
velops an ease of analysis that at first 
sight might appear impossible. Com- 
plete records (the perpetual inven- 
tories) are kept in each of our 14 de- 
partments. 

“In order to properly analyze all 
movements of inventory so that you 
may push slow numbers, slow manufac- 
turers and old stock, this perpetual in- 
ventory, or stock record is vital. These 
records can be segregated according to 
manufacturer or material, whichever 
seems more important to the store. 
Once a month, a detailed cumulative 
report is made, showing the fluctuation 
of every stock number in each depart- 


ment. This report would include the 
date of purchase, pattern by code, price, 
beginning inventory, the number of 
pairs received that month, the pairs 
received that season, the pairs sold for 
that month (and for the season), the 
number of pairs transferred out of the 
department, pairs returned to the fac- 
tory, the balance on hand, and the bal- 
ance on order. A system of stock num- 
bers can be devised so as to appear on 
the report numerically, which auto- 
matically groups them according to 
their manufacturer, material and color, 
thus giving a combined manufacturer 
and material report. The price report 
is also compiled from this information. 

“In order to assemble this record it 
is necessary first to create a work-sheet 
listing all of the active stock numbers 
—and on this sheet the sales are 
recorded daily, from sales-checks or 
tissues. Credits, refunds, debit memos, 
and transfers are treated in the same 
manner. When new merchandise is re- 
ceived, it should be checked on receiv- 
ing sheets, and the information trans- 
ferred to the same work sheets, by 
number. Analysis of information pro- 
vided by these stock-reports results in 
better turn-over, and a better control 
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Shoes to Match Cosmetics 
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And now—shoe colors to match her 
ladyship’s lipstick. A clever fashion 
conceit is attractively promoted in 
this interesting advertisement by 
Bonwit Teller, New York 


of stock, with a lessened risk of being 
loaded with obsolete merchandise. 

“Before concluding, I should like to 
mention a final relic of ‘trading-post 
days’:—the theory that the bulk of 
new merchandise should be in stock at 
the beginning of a new season. In rare 
cases this may hold, but a system that 
allows fresh stock to filter into the in- 
ventory at the psychological moment 
(to replace shoes actually sold) permits 
a buyer to exercise his “second guess” 
—and to profit by the experience 
already gained up to that point of the 
season. Judgment seems always to be 
more keen and accurate after a season 
is under way, than before it starts. 
This filtration system allows a buyer 
to emphasize fast-selling shoes, to 
eliminate slow numbers and to take ad- 
vantage of ‘special opportunities’ that 
manufacturers may offer after the sea- 
son starts. 

“Last, but not least (‘tho many of 
us have come to consider it beneath 
attention) is the matter of specifying 
delivery dates on merchandise from 
manufacturers. This small item is really 
vital for the successful operation of 
our merchandise control plan. The term 
‘at once’ is far too elastic; it may be 
considered as any conceivable date, be- 
tween now and St. Swithin’s Day, and 
still be legal. If you need merchandise 
Feb. 1, specify it as due Feb. 1. Such 
an order clarifies any doubt, and gives 
you a far more secure basis for under- 
standing with your manufacturer.” 





Joseph Zahn to Leave Hahn’s 


WASHINGTON, D. C.—Joseph A. Zahn 
has tendered his resignation as buyer 
and merchandise manager of Wm. 
Hahn & Company’s women’s shoe de- 
partments for Washington and other 
eastern cities, effective as of February 1. 

Mr. Zahn came to the Hahn organi- 
zation about three years ago from 
James McCreery in New York, where 
he had been for about four years. Prior 
to that time he had been with the May 
Company in Akron, Ohio, for six years 
as buyer and merchandise manager of 
women’s shoes. 

Edwin Hahn, president of Wm. Hahn 
& Company, expressed his regret at 
Mr. Zahn’s decision, stating that he 
had done a most constructive job, espe- 
cially in building up the firm’s better- 
grade women’s shoe business. 

Mr. Zahn will be succeeded by Leon- 
ard P. Leverich, who has been associ- 
ated with the Hahn organization for 
the past four years. 





To Exhibit at Boston Show 


New YorK.—The Irving Drew Cor- 
poration of Portsmouth, Ohio, will ex- 
hibit their full line of Drew Arch Rest 
and Foot Friend Shoes at the Parker 
House, Boston, Room 642 during the 
Boston Shoe Show, Jan. 9, 10 and 11. 
Nathan J. Levy of the New York office 
will be in attendance. 
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Get Ready for a Good Shoe Year 


[CONTINUED FROM PAGE 23] 


National Shoe Fair. Volume of busi- 
ness was the objective. The hope was 
general for busy plants and on-time 
deliveries with one and all feeling that 
it would have to be done with scant 
net profit. This basically was the sur- 
prise of the Chicago market of 1050 
sample rooms under one roof at the 
Stevens. 


N.S.R.A. Elects Directors 


Directors of the National Shoe Re- 
tailers’ Association, elected for 1939, 
were announced by Harry E. Fontius, 
association president, at the second 
daily business meeting on Wednesday. 

They are as follows: W. H. Adams, 
R. H. Fyfe & Company, Detroit, Mich.; 
A. F. Clark, Chas. A. Stevens & Com- 
pany, Chicago; J. C. Fedler, Jr., Bos- 
ton Shoe Co., Louisville, Ky.; Joseph T. 
Geuting, Jr., A. H. Geuting Co., Phila- 
delphia; Edwin Hahn, Wm. Hahn Co., 
Washington, D. C.; Joseph W. Mullen, 
Moberly, Mo., and Ted Orr, Potter’s, 
Cincinnati, Ohio. Elected to serve as a 
second season on the committee were 
George J. Bunn, Salem, Ohio, and Carl 
Burgstahler, F. E. Foster Co., Chicago. 


Headline speaker at the Wednesday 
luncheon was Elmer Wheeler, presi- 
dent of the Tested Selling Institute. 
The speaker listed his five selling 
points as applicable to the shoe retail- 
ers. “Most important of all,” he said, 
“are a thorough knowledge of the cus- 
tomer’s need and habits, and a speedy, 
simple selling technique. The average 
customer allows approximately 10 sec- 
onds to the salesperson to break down 
his resistance and to clinch the deal. 
Ten words are the limit the salesperson 
can hope the prospective customer will 
get before his attention and interest 
begin to wander. If the deal isn’t 
closed within this time—then it’s in- 
variably lost. Of prime importance is 
the salesperson’s ability to analyze and 
sell himself through pleasing manner, 
voice and attitude, as well as his mer- 
chandise.” 

John Slater, “Dean” of the trade, 
and former president of the National 
Shoe Retailers Association, was 
roundly applauded when he praised the 
cooperation existing between his group 
and the brother group, the National 
Boot & Shoe Manufacturers Associa- 
tion. 





Washington Firm to 
Build Store 


WASHINGTON, D. C.—Affording 4,500 
feet of floor space in ultra-modern sur- 
roundings, a new shoe store for William 
Hahn & Company has gone into con- 
struction and will be ready for the 
Easter season business. 

This, the fourth Washington outlet 
of Hahn Company, will serve not only 
as a retail store but will also provide 
offices for the executive and clerical 
force. A fifth store, in leased quar- 
ters, opens next month. The firm alse 
has a store in Baltimore. 

For nearly 40 years, until a fire de- 
stroyed the old store of the firm on 
the same site, December 12, 1937, thou- 
sands of Washingtonians had timed 
themselves daily by its famous tower 
clock, perched high above the inter- 
section of Seventh and K Streets. Ap- 
preciating the advertising value of the 
clock, the company has arranged to 
have a modern successor to “old faith- 
ful.” 

The new building was designed by 
Porter & Lockie, local architects, and 
will be erected by Charles H. Tompkins 
Co. Air conditioned throughout, the 
ground floor will be devoted to mer- 
chandise, the upper story to general 
offices, and the basement will be a 
stockroom. 

The structure will have a dark mar- 
ble base and white limestone exterior 
for the upper floor. An ornamental 
treatment of glass brick will be given 
a diagonal facade above the main 


corner and the new clock will be 
mounted on a parapet wall. 

One of the oldest shoe firms in Wash- 
ington, the company was founded in 
1876 by the late William Hahn. The 
original store, known as the West End 
Bargain House, was on historic Penn- 
sylvania Ave., but some years later 
took the corner of Seventh and K 
Streets, now generally known as “Clock 
Corner,” due to the shoe company’s 
huge timepiece. 

As the business grew, Mr. Hahn took 
his two brothers, Morris and S. Fred 
Hahn, into the firm. Subsequently, 
three sons of William Hahn became 





N.S.R.A. Officers Reelected 


Chicago, Ill.—At the annual meeting 
of the National Shoe Retailers Associa- 
tion on Thursday, January 5, at the 
National Shoe Fair, the same slate of 
officers was elected for 1939 with the 
exception of Roy E. Stevens, who was 
newly elected vice-president. 

Officers are as follows: 

Harry E. Fontius, Fontius Shoe Co., 
Denver, Colo. President 
David Hirschler, Hofheimers, Inc., Nor- 
folk, Va. . Vice-President 


Albert Wachenheim, Jr., Imperial Shoe 
Store, New Orleans, La., 

Vice-President 

Roy E. Stevens, Stevens Shoe Company, 

Ottumwa, lowa Vice-President 

George J. Bunn, Bunn Shoe Store, 

Salem, Ore. .. . Vice-President 


H. J. Rich, B. Rich & Sons, Washing- 


ton, D. C Treasurer 
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members of the firm, which now com- 
prises: Edwin Hahn, president; Gilbert 
Hahn, vice-president and treasurer; 
Harry W. Hahn, Jr., secretary. 


Ohio Home of Two New 
Health Spot Shoe Shops 


Mr. George M. Newcomb, former 
manager of the Health Spot Shoe Shop 
in Columbus, Ohio, has just recently 
opened a new Health Spot Shoe Shop 
in Lima. In the interim of going to 
Lima from Columbus, Mr. Newcomb 
spent several weeks on demonstration 
work in the Ohio territory, for Mr. T. 
B. Shaffer, and this experience com- 
bined with his several years’ opera- 
tions in Columbus, gives him a splendid 
background for his new undertaking. 

Mr. John Stark, formerly owner of 
a shoe store in Geneva, has opened a 
new Health Spot Shoe Shop in Canton. 
Mr. Stark has been in the retail shoe 
business for many years and this new 
venture into a Health Spot Shoe Shop 
is the fulfillment of a desire of many 
years’ standing to sell Health Spot 
Shoes exclusively. 

Both stores feature the standard 
Health Spot window that is being 
used in approximately 120 such shops 
throughout the United States. Stores 
operating according to the standard 
Health Spot Shoe Shop plan are uni- 
form as to front, window and interior 
arrangement and are easily identified 
by this standard setup. The monthly 
window trims are carefully planned 
and designed to attract people who 
have foot trouble and are seeking foot 
comfort. 


Additions to Sales Staff 


In a recent issue of Boor AND 
SHOE REcorDER, the Irving Drew Com- 
pany’s selling staff was listed. The 
names of Barney Coens and C. F. Get- 
singer were omitted. 

Mr. Coens represents the company in 
Chicago, Northern Illinois and Wiscon- 
sin. Mr. Getsinger represents the com- 
pany in the states of Ohio, Michigan 
and Illinois, outside of Chicago. 


Buffalo Retailers to 
Elect Officers 


BuFFALO, N. Y.— The Buffalo Shoe 
Retailers’ Association will elect officers 
at the first meeting in January. Jack 
Jacobs is president of the Association 
and Ollie LaReau secretary. Commit- 
tees are making up a list of nominees 
for the various offices. 


Store Observes 
71st Anniversary 


ALBION, MICHIGAN. —Frost’s Shoe 
Store here, recently observed its sev- 
enty-first anniversary. This store is 
the oldest retail store in Albion. It has 
been owned and operated by the same 
family and has been located in the 
same building since its founding. 





New Directors of 
Geo. E. Keith Co. 


Brockton, Mass.— At the annual 
meeting of the Geo. E. Keith Company, 
which was held January 3, the follow- 
ing list of officers and directors was 
elected: President, Harold C. Keith; 
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Tanners’ Council Announces 


Style Conference Dates 


New York-—-The Tanners’ Council of 
America has recently announced the 
dates of their next two seasonal leather 
openings to be held during 1939. The 
first, the official opening of American 
leathers and style conference for Fall, 
1939, will be held on March 27 and 28. 
The second leather opening and style 
conference for Spring, 1940, will be 
held on September 18 and 19, 1939. 

These dates have been approved by 
the National Shoe Retailers Associa- 
tion, which conducts the style confer- 
ences in conjunction with the leather 


openings. 


Deters Traveling Again 


BurraLo, N. Y. — Harry J. Deters, 
former business manager of the Buf- 
falo Shoe Retailers’ Association, is 
traveling again, this time selling filing 
cabinets. For many years, Mr. Deters 
was a shoe traveler and made an out- 
standing success on the road until he 
decided to enter association work. 



























GEN. ROBERT E. WOOD 


honorary vice-presidents, Myron L. 
Keith, Charles K. Moore; executive 
vice-president and clerk, Geo. H. Leach; 
treasurer, Stanley W. Parmenter; as- 
sistant-treasurer, H. Willis Nye; di- 
rectors, H. Wendell Endicott, Fred L. 
Hasey, Harold C. Keith, Geo. H. Leach, 
H. Willis Nye, Henry B. Whitcomb and 
Robert E.*Wood. 





H. WENDELL ENDICOTT 


Of the seven directors, five were 
members of the old board; the new 
members are General Robert E. Wood 
and-H. Wendell Endicott. 

General Wood is president of Sears, 
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FLEXIBLE Wa/king 
SHOES 






Mrs. Day’s “IDEAL” 


These are little shoes, but they carry 
the biggest name in the baby shoe 
business — "Mrs. Day's Ideal." The 
reputation of this name is known te 
mothers of two generations and is 
a prime asset to the many far- 
sighted children’s shoe retailers who 
use Ideal Flexible Hard soles (3-8) 
os their juvenile foundation line. 


MRS. DAY'S 
IDEAL BABY SHOE Co. 
DANVERS, MASS. 






















Roebuck and Company, a director in 
the United Fruit Company, the Illinois 
Central Railway, and other important 
companies. He was quartermaster-gen- 
eral of the United States Army during 
the Great War. 

Mr. Endicott was for a long time a 
member of the Endicott-Johnson Com- 
pany, and at the time of his retire- 
ment, fifteen years ago, was vice-presi- 
dent of that company. Among various 
personal business connections of his 
are directorates in R. H. Macy Com- 
pany and Sears, Roebuck and Company. 

An operating committee was chosen 
as follows: Harold C. Keith, Geo. H. 
Leach, H. Willis Nye, Fred L. Hasey, 
Henry B. Whitcomb, Stanley W. Par- 
menter, Harold W. Copeland, Fred 
Belyea. The first five are members of 
the board of directors. Mr. Parmenter, 
the newly-elected treasurer, has been 
connected with the company many 
years, until recently serving as chief 
accountant and assistant-treasurer. Mr. 
Copeland has been associated with the 
company for twenty-four years, always 
in the sales or credit departments, and 
is now sales manager of the company. 
Mr. Belyea has been with the company 
for a number of years and is in charge 
of the men’s shoe production. Before 
coming to the Keith Company he was 
manufacturing head of a number of 
different organizations in the Brockton 
district. 

In his annual report, President Keith 
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recognized a moderate volume loss in 
the last year, which was in step with 
general business conditions, then com- 
mented upon the substantial sales gains 
of the last two months since salesmen 
have been out with the Spring lines, 
and in parallel upon the reception of 
the merchandise already delivered and 
to be produced. He stressed also the 
strong financial position of the com- 
pany as reflected by its statement. 


Simplified Terminology 
Recommended 


New YorkK—Dissatisfaction among 
side leather tanners with the wide va- 
riety of terms used to describe grades, 
weights and sizes has resulted in a 
proposal to adopt a simplified ter- 
minology. After considerable study, a 
recommendation for simplified descrip- 
tions was formulated by a committee of 
representative sales managers of the 
Tanners’ Council Side Upper Leather 
Division. 

In making its recommendations, the 
Committee tried to obviate the wide 
number of terms used at present to 
describe grades, weights and sizes. 
Lacking a uniform system of grade 
symbols, almost every tanner has used 
a different set of numbers of letters to 
describe the range from top to poorest 
grade. For example, a trade canvass 
indicated that six different symbols 
were employed to distinguish top grade 
leather, while an even greater number 
of letters or numbers described other 
grades. Much, if not all, of the differ- 
ence in usage is unnecessary, in the 
opinion of the Committee which framed 
the simplified grade proposals. 

Many side leather tanners believe 
that the simplified terminology now 
recommended should prove valuable to 
all factors in the trade. Much of the 
confusion resulting from the different 
meanings carried by the same names 
and grades would tend to be eliminated. 
Both tanners and their customers would 
benefit from a more uniform and great- 
ly simplified terminology. 

According to the Tanners’ Council 
the recommendations may be approved 
by the Division of Simplified Practice, 
Bureau of Standards, Department of 
Commerce. This agency, which assists 
business in voluntarily simplifying in- 
dustrial practice, will officially promul- 
gate and publish the new recommenda- 
tions as soon as they have been adopted 
by approximately 75% of side upper 
producers. 


Features Taylor-Made Shoes 


New York—In a news item about 
the awarding of a plaque to Frank 
Scott’s Shoe Store, Nashville, Tenn., by 
Radio Station WLAC, in the REcoRDER 
of December 24, an erroneous statement 
appeared in regard to the store’s fea- 
ture line. This store deals exclusively 
in Taylor-Made Shoes, which are madc 
by the E. E. Taylor Company. 


Open Exclusive Men’s 
Shoe Store 


WicuitTa, Kans.—The first exclusive 
men’s shoe store in Wichita was opened 
recently at 108 East Douglas Street 
by B. E. Samra. Samra’s will handle 
fine shoes for men. Mr. Samra has 
been in the shoe business for fifteen 
years, being connected with a number 
of local shops. He now becomes pro- 
prietor of his own store, which has an 
attractive interior with modernistic 
tube chairs and snappy windows with 
back drops of red velvet. 

M. G. Campbell, who has been in the 
shoe business in Wichita for the past 
ten years, has been named manager of 
Milen’s shoe store, catering to footwear 
for men, women and children. 


Glasser Joins D. Myers’ 
Sales Staff 


BALTIMORE, Mp.—Edward G. Glasser, 
who is well known to the shoe trade 
throughout the Southwest, has recently 
joined the sales force of D. Myers & 
Sons, Inc., of Baltimore, Md. 


EDWARD G. GLASSER 


Due to the steadily increasing de- 
mands of his customers in Texas, Ar- 
thur (Sonny) Deich has been forced 
to relinquish the states of Oklahoma 
and Arkansas, and for this reason Mr. 
Glasser was taken on to travel in this 
territory. 

Mr. Glasser has spent a good many 
years in the shoe industry. He was 
with the F. L. Doerr Shoe Co. for 14 
years and traveled in Oklahoma and 
Arkansas for the past three and one- 
half years for Shu-Stiles. Mr. Glasser 
will make his headquarters for Myers 
at 714 Limit Ave., University City, Mo. 

He will display the new Myers’ 
Spring 1939 line at Tulsa, when the 
first Annual Mid-Continent Shoe Show 
takes place January 22, 23, 24, at the 
Mayo Hotel. 
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W. B. Coon Declares Dividend 


ROCHESTER, N. Y.—At a_ special 
meeting of the Board of Directors of 
the W. B. Coon Company, shoe manu- 
facturers, held Dec. 19, 1938, the fol- 
lowing resolution was.adopted: “Re- 
solved, that this corporation declare a 
regular dividend of $1:75 per share on 
its outstanding preferred shares, and 
a dividend of $.15 per share on its out- 
standing no par common shares, both 
payable in cash on the first day of 
February, 1939, to stockholders of 
record at the close of business on the 
21st day of January, 1939.” 


The Changing World And 
Expanding Shoe Field 


[CONTINUED FROM PAGE 30] 


that cost. The man at the throttle was 
a new man as far as Diesel engines are 
concerned, but an old steam road en- 
gineer. I said to him, ‘What do you 
think of it?’ 

“He said, ‘It’s swell!’ 

“I said, ‘I know, but what really is 
your impression of it?’ 

“He asked me, ‘Do you want to know 
the truth?’ 

“I said, ‘Yes.’ 

“He said, ‘I can go home now and 
have supper with the Old Woman with- 
out washing up.’ 

“Now there’s a real point in that. 
Some of us get up into the high clouds; 
we do cloud climbing as I call it. You 
do that in ecstasy and you do it in 
business, and when you get up into 
these clouds you are likely to trip be- 
cause you forget the man in the street, 
the customer, the wearer of the shoes. 

“Think of the opportunity in your 
business involved in putting shoes on 
the barefoot world! There are more 
barefoot people in the world today 
than there are shod people; or putting 
clothes on the nude world. Counting a 
breech-cloth as being nude, there are 
more nude people in the world than 
there are clothed people; and putting 
wheels under the walking world. We 
have done it in the United States, now 
we've got to do it elsewhere. 

We shall have no monopoly of any 
such business. In the shoe business 
you will have to compete with Europe 
and with cheap labor, but the motor 
car industry has so developed machines 
in place of men that regardless of the 
price of labor anywhere in the United 
States, the volume at home is such that 
they can put automobiles down any- 
where in the world cheaper than they 
can be made there, and that comes from 
the mass market which is developed by 
mass advertising and mass selling. 

“I say to you once more, Keep up 
with the world, with the massive minds 
of men. Be aggressive. Keep after it 
everlastingly. Have faith. Have con- 
fidence in America. Have faith in your- 
selves, and work like heck!” 
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Irving Drew Corp. Reports 
Good Year 


PorTsMOUTH, OHI0— The Irving 
Drew Corp., here, is extremely opti- 
mistic on the business outlook for 1939, 
due largely to the excellent showing 
the company made in the latter part 
of 1938. Rising sales at the close of 
the year enabled the company to pay 
a vacation check to each production 
employee and resulted in a steady 
growth of employment, which was re- 
ported to have been the steadiest since 
1927. 


Brown Shoe Moves Pittsburgh 
Sales Office 


PITTsBURGH, Pa.—The Brown Shoe 
Company, St. Louis, Mo., have moved 
their local sales office and sample 
rooms for both their men’s and women’s 
lines from the Hotel Henry to 418-419 
State Theatre Building, 335 Fifth Ave- 
nue, this city. This move affords them 
larger quarters for the display of their 
lines in this city. 

The local office is in charge of Sam 
Subow and Joseph Pollack. 





Luce Named Stacy-Adams 


Treasurer 

BrockTon, Mass.—Directors of the 
Stacy-Adams Co., makers of men’s cus- 
tom grade shoes exclusively, since 1875, 
announce the election of Arthur F. 
Luce as treasurer of the company. Mr. 
Luce, who joined the firm in 1923 as 
assistant treasurer, takes the place of 
the late John McElaney, who died De- 
cember 5. 








ARTHUR F. LUCE 


Mr. Luce was born in Kansas City, 
Mo., March 12, 1891, the son of the late 
Mr. and Mrs. Leonard H. Luce. His 
mother died when he was three years 
of age and he came to Brockton to 
make his home with an uncle and aunt, 
the late Mr. and Mrs. Franklin W. 
Luce, with whom he lived until his mar- 
riage in 1924 to Miss Helen T. French, 
daughter of the late William A. 
French, president of the Stacy-Adams 
Co., at the time of his death. 

Mr. Luce is a graduate of the Whit- 
man school, the Brockton High School 
and the Bryant & Stratton Business 
College of Boston. Following his grad- 
uation from the latter school he en- 
tered the employ of the Elmer C. 
Packard Coal Company and, later, the 
Johns-Manville Sales Corporation for 
Boston. During the war he was as- 
signed to personnel work for nine 
months at the American University at 
Georgetown. He was discharged in De- 
cember, 1918, with the rating of ser- 
geant, first-class. 

He returned to his job with the 
Johns-Manville Sales Corporation for 
about a year, then left to go with the 
M. A. Packard Shoe Co. as an accoun- 
tant. In 1923 he went with the Stacy- 
Adams Co., was made a director in 
1931 and a vice-president in 1936. 
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International Earns $1.27 


per Share 


St. Louis, Mo.—Net earnings for the 
fiscal year ending Nov. 30, 1938, for 
the International Shoe Company were 
$4,268,286.36, representing an earning 
of $1.27 per share on the common stock. 
This compares with $6,266,992 for last 
year, or an earning of $1.87 per share. 

William H. Moulton, president of 
the company, in the annual report to 
stockholders, said: 

“Net sales to customers were $80,- 
828,631.50, compared with $88,278,- 
810.29 last year. Exclusive of canvas 
rubber-soled shoes our factories pro- 
duced 39,137,274 pairs of shoes, against 
44,480,224 pairs last year. 

“Subsidiary plants (sole leather and 
upper leather tanneries, textile mill, 
factories making all leather counters, 
heels and soles, rubber heels and soles, 
welting, box toes, cartons, containers. 
chemicals, cements, etc.) produced dur- 
ing 1938 shoe materials and shoe sup- 
plies amounting to $36,488,496.11, which, 
combined with our sales, made an ag- 
gregate of $111,317,127.61 business 
transacted. 

“The company’s current assets of 
$61,098,948.81 are 16 times its current 
liabilities of $3,836,635.84, which in- 
clude a reserve for income taxes of 
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Tober-Saifer Holds Sales Meeting 


Sales representatives of the Tober-Saifer Shoe Co., St. Louis, met at the 
Jefferson Hotel, recently, where a new plan of promotion was presented 
and explained 


Sr. Louis, Mo.—Thirty-five sales rep- 
resentatives of the Tober-Saifer Shoe 
Company, St. Louis, held their annual 
Spring Sales Convention at the Jef- 
ferson Hotel, this city, on December 17, 
18 and 19. A complete new plan of 
promotion called “The Hollywood 
Angle” was presented and explained. 

The largest advertising campaign in 
the history of the company will be 
launched with full-page ads appearing 
in a long list of leading national maga- 
zines. 

At the meeting, A. E. M. Tober ex- 
plained the company’s new expansion 
program. He announced th:t produc- 
tion facilities had been increised four- 
fold and that warehouse and office 
space had been increased accordingly. 

Immediately after the close of the 
three-day sessions, the following men 
departed for their respective terri- 
tories: J. L. Apperson, southern Caro- 
lina; Joe Bibb, Georgia; D. Brisolara, 
Louisiana; E. R. Caudle, Iowa; Harry 
Cawn, Florida and Alabama; Geo. W. 


DePue, Wisconsin; C. L. Dodson, Min- 
nesota; Harold W. Doughty, Illinois; 
Phil Goldberg, Kentucky and Tenne- 
see; Lee Hobart, Kansas; A. J. John- 
son, Arkansas; W. A. Kerekesh, New 
York, New Jersey and Connecticut; R. 
H. Knight, Cuba; Jules Letourneau, 
Canada; Ben Mandel, Missouri; W. A. 
McManus, Ohio and Indiana; J. S. 
Mendicino, Montana, Wyoming and 
Utah; Fred Moore, northern Kansas 
and Kansas City; Morris Muskin, Ok- 
lahoma; H. T. Pope, Mississippi; Geo. 
O. Rauk, Nebraska, North and South 
Dakota; D. S. Roberts, Washington, 
Oregon and Idaho; Walter H. Roettger, 
Ohio and West Virginia; Lee Roth, 
Pennsylvania; Jack Ruby, Michigan; 
Sam Saifer, Chicago; Jack Salsman, 
St. Louis; Roy Shuman, northern Cali- 
fornia; Milton L. Stern, southern 
Texas; Eugene Tober, New Mexico, 
Arizona and Colorado; W. H. Witt, 
North Carolina and Virginia; Wm. S. 
Wood, New England States; and L. O. 
Wun, Honolulu, Hawaii. 





$1,010,000.00. No undistributed profits 
tax is payable.” 

The decrease in the size of the net 
sales figure is due, according to Mr. 
Moulton’s statement, mainly to lower 
prices for shoes this past year. There 
was only a slight difference in the 
number of pairs of shoes shipped to 
customers in the two years. The pro- 
duction decrease he attributes to a sub- 
stantial reduction in inventory of fin- 
ished merchandise during 1938 as 
compared with a corresponding in- 
crease during 1937. 

“The radical decline in business 
which started in the latter part of 
1937,” the report continues, “continued 
through the first half of this year as 
reflected in our statement of May 31, 
1938. 

“While there was general improve- 
ment in business during the latter half 
of the year, the company’s sales re- 
ceived an extra stimulant from its 
maintenance of attractive prices on an 
advancing market. This resulted in a 
substantial increase in the number of 


pairs of shoes sold for the period as 
compared with the latter half of 1937.” 

The report closed on a note of op- 
timism. It is expected that active and 
increased business will follow when 
the salesmen take their new Spring 
lines out on the road. 


Plan for Michigan Shoe Fair 


Detroit, MicH.—The annual Michi- 
gan Shoe Fair, sponsored by the 
Michigan Retail Shoe Dealers’ Associa- 
tion and the Michigan Shoe Travelers’ 
Club, will be held January 8, 9 and 10, 
1939, at the Hotel Statler, Detroit. 

On Sunday, January 8, meeting of 
the Board of Directors and election of 
new directors will take place at 4 P. M. 
A fashion show with models gowned 
by the Crowley-Milner Company will 
display new footwear styles for Spring 
and Summer. This show will be under 
the direction of Mary Gray of Crowley- 
Milner and will be broadcast over 
Station WJR. That evening a Conven- 
tion Queen will be chosen. 








HUSTLE 
WITHOUT 
BUSTLE 


We're hustlers when 
the occasion demands 
but we don’t make any 
noise about it. Our serv- 
ice is as cheerful and 
quiet as it is speedy. 


BUMARCK 


RANDOLPH AND LA SALLE 


A luncheon meeting will be held on 
Monday, January 9, with addresses by 
the president of the Retailers’ Group 
und by the president of the Travelers’ 
Group. A “Jamboree De Luxe” will be 
held that same evening, with a promise 
that it will be so full of mirth and 
laughter as never to be forgotten. 

Tuesday is the date for the luncheon 
meeting of the Board of Directors. In 
the evening a banquet will be held, to 
be followed by a floor show and dancing. 

The Convention Committee for the 
Fair are as follows: Bruce Dickman, 
Program Chairman; Robert Murray, 
secretary of the Michigan Retail Shoe 
Dealers’ Assn.; Herbert Burr, Fashion 
Show Chairman; Nathan Hack, Pub- 
licity Chairman; Herman Schwartz 
and Moe Canter, Co-chairmen of Ad- 
vertising; Frank J. McCloskey, presi- 
dent, Michigan Shoe Travelers’ Club; 
Clyde K. Taylor and Herman Meyers, 
Convention Chairmen; Richard J. 
Schmidt, president, Michigan Retail 
Shoe Dealers’ Association. 


Hosts to Firm Head 


West ALLIs, Wis.—Employees of the 
local Brouwer Shoe store were hosts to 
S. J. Brouwer, head of the firm, com- 
pany officials and employees of the 
Wauwatosa and Milwaukee stores at a 
Christmas party in the West Allis store. 
Ernest Kendall, local store manager, 
directed the activities. 
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Merrill Speaks at 
Tanners’ Club 


MILWAUKEE, Wis. — Dr. Henry B. 
Merrill, chief chemist of the A. F. 
Gallun & Sons Corp., and president of 
the American Leather Chemists’ Asso- 
ciation was the speaker at a meeting of 
the Tanners’ Production Club of Wis- 
consin, at the Pfister hotel here. 

John Ivany, superintendent of the 
Albert Trostel & Sons Co., and vice- 
president of the club, presided at the 
meeting, which was attended by techni- 
cal and supervisory employees of tan- 
neries from around the state. 


Los Angeles Travelers 
Elect Officers 


Los ANGELES, CALIF.—At a regular 
meeting held on December 24, the Shoe 
Travelers Association of Los Angeles 
held their annual election of officers. 
The following were elected officers of 
the association for the year 1939: 

Joseph Kalisky, president; Sam N. 
Juneau, vice-president; Ned Dreyfus, 
secretary-treasurer. 


Takes Over Shoe Shop 


Detroit, MicH.—Tuxedo Boot Shop, 
7312 Grand River Avenue, originally 
operated by Herbert Horowitz, an old- 
time Detroit shoe man, and more re- 
cently taken over by Harry L. Shaber- 
man, has been taken over by N. F. 
Lipton, and will hereafter be known 
as Lipton’s. Mr. Lipton is also pro- 
prietor of the Grand River Boot Shop 
on Grand River Avenue. 








Indiana Travelers Plan For 
Annual Buyers’ Meet 


INDIANAPOLIS, IND.—Plans for the 
sixteenth annual Shoe Buyers’ Week, 
sponsored by the Indiana Shoe Travel- 
ers’ Association are now ready with 
several changes from other years. The 
dates for the meeting have been set for 
Jan. 15, 16 and 17, at the Claypool 




















E. C. SMELTZER 


Hotel where four floors have been re- 
served for the display of footwear, spe- 
cial displays of hosiery, shoe findings, 
accessories and store equipment. 

According to E. C. Smeltzer, conven- 
tion manager, shoe manufacturers will 
find the Indiana Shoe Buyers’ Week 
thoroughly equipped to render good 
service at a reasonable cost. Registra- 
tions are being received from all lead- 
ing shoe manufacturers in Indiana, 
Ohio, Illinois, Kentucky and southern 
Michigan. It is estimated at present 
that there will be 150 displays of foot- 
wear, including men’s, women’s and 
children’s shoes, in addition to displays 
from leading accessory manufacturers, 
hosiery manufacturers and _ kindred 
lines. Registration in the past has ex- 
ceeded 800 leading shoe merchants, and 
this year it is estimated that that num- 
ber will show a large increase. 

One of the features of the convention 
will be the free style show. This will 
be held after the banquet on Monday 
night in the Riley Room where the run- 
way will be erected. The only charge 
for this exhibit will be the cost of the 
model and each exhibitor at the con- 
vention will be entitled to show three 
pairs of shoes at the annual style dis- 
play. All manufacturers exhibiting 
their merchandise are invited to partici- 
pate in this event. 

The banquet on Monday night is the 
first in several years. It was decided 
to have the banquet in place of other 
entertainment, which is given for the 
buyers and their wives preceding the 
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ELAM'S 


PRE-WELTS 


For You—Good profits and cus- 
tomer loyalty. 

For Children—A better chance 
at healthy feet and strong bodies. 


Pian now to 
sell these 


high grade 
\ shoes. Write 
\ today. 









F.S. ELAM SHOE CO. 













style show. After the style show there 
will be entertainment and dancing. 





Rogers with Jones-Walsh 


as Stylist 


Sr. Louis, Mo.—Harry Rogers, for- 
merly stylist with the Vitality Shoe 
Company, St. Louis, recently joined 
the Jones-Walsh Shoe Company, where 
he will be in charge of styling and fac- 
tory quality. 

Mr. Rogers’ fully-rounded back- 
ground and experience covers every 
phase of the shoe business. For a num- 
ber of years he was shoe buyer for H. 
& S. Pogue Company, Cincinnati, and 
Charles A. Stevens Company, Chicago. 
Later, he entered into the manufactur- 
ing side of the industry; first with J. 
P. Smith of Chicago and subsequently 
with the Grossman Company. His 
more recent connection with Vitality 
Shoe Company covered a period of 
some ten years. Mr. Rogers, therefore, 
brings to Jones-Walsh a keen appre- 
ciation of the retailer’s problems as 
well as those of the manufacturer. 


Weyenberg Declares Dividend 

MILWAUKEE, Wis.—Directors of the 
Weyenberg Shoe Manufacturing Co. 
voted a 25-cent dividend, payable Dec. 
81 to stock of record Dec. 20. This 
compares with a 20-cent per share di- 
vidend paid last December. 





















 —— as 
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FOR OUR READERS 
FOR OUR ADVERTISERS 


FOR OURSELVES 


we belong to. the Associated Business Papers 


FOR OUR READERS — strict adherence to the A.B.P. standards makes Boot and Shoe Recorder 
a bigger money’s worth. Living up to these standards means bringing you the best money- 
making ideas that specialized editors can discover; reporting accurately and quickly all the news of 
the Shoe, Leather and Allied Industries; keeping the editorial pages free from “puffs” and outside 


influence; and restricting the use of the advertising pages to honest sales messages. That’s why 





you can look to them as reliable sources of buying information. 


FOR OUR ADVERTISERS — living up to the A.B.P. standards means that we maintain member- 
ship in the Audit Bureau of Circulations, whose impartial audits show advertisers how many inter- 
ested readers pay voluntarily for their subscription to Boot and Shoe Recorder. It means that un- 
scrupulous advertising is not acceptable. It means that reputable advertisers will find in Boot and 
Shoe Recorder a sound, economical means of reaching live prospects . . . prospects who feel that 


any advertisement appearing in Boot and Shoe Recorder can be believed. 


FOR OURSELVES — through the constant exchange of publishing lore in our association with 
fellow A.B.P. members, we can deliver a greater value to the readers of Boot and Shoe Recorder. 
That makes us a bigger money’s worth to our advertisers. By enabling them to promote their prod- 
ucts profitably through the pages of Boot and Shoe Recorder, we, too, can make a profit. 


#.B.P. membership means a lot to all of us! 


nus: ttt Mp BOOT AND SHOE RECORDER (ff) =~. 


paid circulation. 


Hohing integrity. q bears the twin hall-marks of known value » 
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SALESMEN WANTED 


GALESNAT wth 2 How Verh cfiee te move 
hl sae Fa i the 
welts in stock in widths from infants to 


crowing om, No oot, Se to ye 
line. 
Tas. 


Recorder, 140 Oieseral St., isto 








SAL SEMAN for Pittsburgh territory. See Mr. 
Fischer at Hotel Henry, January &8th. 
Krischer, Rogers & Fischer. 





Tg er gene except Northern Peninsula. 

Want man familiar with accounts who buy 
Hi-cuts, Work shoes, Ski boots, etc. Some es- 
tablished business now by Wisconsin manufac- 
turer. Prefer man with experience on heavy 
t of shoes and one well known amongst trade. 
inancial arrangements can be worked out 
satisfactorily to right man. Write full Beet 
ticulars and references to No. 85, care t 
and Shoe Recorder, 209 So. State St., Chi- 
cago, Ill. 





WESTERN and Northern New York. We need 

a Gate nae worttos man who has 
been selli r grade Work shoes, Hi- 
cuts, Ski Boots, etc., to rcbuild this territory. 
The line is “right” for this section. Weekly 
us commission to right 
man. Give full particulars and references. Ad- 
dress No. 84, care Boot and Shoe Recorder, 
209 So. State St., Chicago, Ill. 








POSITION WANTED 


I HAVE been a successful buyer and manager 
of a men’s shoe department selling a well 
known make of shoes for eleven years. I have 
been located in an eastern city but will go 
anywhere as I desire to make a change. I can 
Le op Rm Pg tay and I Sent 
sure I can give edge to an 

tion I take to make it a success. Address No 88 88, 
care Boot and Shoe Recorder, 239 West 39th 
St., New York, = 








E_XPERIENCED shoe man open for position 
as supervisor of group of stores or de- 

partments. Wide range of See, Can 
a highest type of refer Address 
No. 87, care & Shoe Besevder, 209 So. 
State St., Chicago, Ill. 





SHOE stylist and ~~ manager. Suc- 
cessful record, past twelve years in charge of 
merchandising and — women’ s in-stock 
ow for one of yy ming manufacturers. 
1 references. No. 83, care and 
Shoe Recorder, 1627 Locust St., St. Louis, Mo. 





Ahn abe aces, eceoee 
res ion >. ¢c seperaen 
or ail around mas with any reliable firm 

pS 1051 W. “jand ree, ye my oun 














FOR SALE 


JOBS 





FAMILY shoe store in upstate New York city 
of 100,000. Business established 25 years. Re- 
ees, due to illness. $13,000 stock available at 
ain price to good tenant, or will remove 
pom and rent store. Rent reasonable. Address 
No. 86, care Boot and Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





MERCHANTS’ NEEDS 











No Mis-Mates with Mate Marks | 
2450. 2450 2450 


TY / 
JU 





Send Free Samples and Prices 





Show North and South 


Resort Fashions 


CHICAGO, ILL.—Chicago women were 
treated to a combination showing of the 
proper footwear for both Winter and 
Summer play spots recently at a Resort 
Show given by Mandel Bros. in their 
cruise shop. The showing included sun 
clothes, cruise clothes, and skating and 
skiing fashions. The proper shoes for 
skiing and for other snow sports were 
combined with the costumes for the 
“Going North” Winter vacationists. 
For the “Going South” people there 
was a complete showing of proper at- 
tire for loafing on the sands. Shown 
with the new swim suits, short and 
slack suits, and robes, were a profusion 
of clogs with thick soles ranging from 
an inch high to several inches. There 
was a wide color variety in the tops, in 
many cases selected to match some out- 
standing figure in the costume or to 
match a bandana or other headpiece 
worn by the model. 








JOBS BOUGHT and SOLD 


cotumee y=: —~ olen 
Seles and Export. 


Agents for Leading Factories and Jobbers 
MALKIN BROS. 


195 Church St. New York City 
Telephone: COrtiandt 7-5668 

















WANTED TO PURCHASE 








Buyers of Surplus Stocks 


wi entire stecks of shees 
one ee oz 5. = retallers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New York 
Phene WOrth 2-5377 and 5378 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Inc. 
1 READE STREET, NEW YORK, WN. Y. 


Telephone WORTH 2-5180-518! 











WE BUY 
Entire or & us Wholesale and - + 
Stocks. Also randed Shees such 


Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn -Bush, Bte. 

a » y IN BUBIN 
he House of Jobe” 
so Reade St., Cor. Church 
Phone Barclay 17-7887 New York City 











PATENT ATTORNEY 











: 


or all 
desired 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
other classified advertisements the rate is 7 cents per word. 
twelve words should be added for the address. In all other cases each word of the 


advertisements is $5.00 an inch with,a maximum of 46 words. 


- Advertisements for this page must be in our New York office on Friday of the week preceding publication = 






Minimum charge, $1.25. 















rar 


ahh -h- oe? 
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PROSPERITY, YES .. But how soon ? 


Send for the Annual BROOKMIRE FORECASTER 
and Special Report “How the Major Industries will 
Progress in 1939." Price $1. 

In addition you will receive, with our compli- 
ments, 3 valuable Brookmire Bulletins covering— 
Capturing Profits . . . Common Stock Prospects for 
1939 . . . $50,000 ‘Common Stock Program . . . 
$50,000 Investment Bond Program . . The Brook- 
mire List of Approved Common Stocks. 


BROOKMIRE 


Corporation — st lors and 
Administrative "i. ew 1904 


Chain Store Efficiency 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(etter to eards or book form) ‘ 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 Se. State St., Chicago, Ill. 


@ Be sure of receiving the 
FORECASTER. Send $! with 

















Wooden Sole 
“Puddle Jumper” 


Made in 
America 


for Country—Garden—Resort Wear 














Delman Opens Outstanding 
Spring Collection 

New YorkK—There is news—and 
plenty of it—in the Spring collection 
of Delman shoes, which was shown 
at a recent cocktail party in their New 
York Salons. Among the most startling 
new ideas were patterns designed by 
Roger Vivier, the brilliant young 
Frenchman in charge ef Delman’s 
Paris Design Studio, who was present 
at the New York opening. Mr. Vivier 
is including a holiday at Palm Beach 
and a flying trip to Hollywood in his 
American visit. 

Novel interpretations of heel styles 
is the big news in this collection. There 
is the Peasant heel, strongly defining 
a solid straight silhouette instead of 
the usual curved line. And there is 
the new high wedge heel called the 
“Aerofoil,” either solid or with a hole 
through the center. In one evening shoe 
a circular floral design in sequins takes 
the place. of the hole. A scroll-shaped 
heel is an outstanding novelty. 

Sensational also is Delman’s new 
patented double-deck platform. A mesh- 
covered “footstool” —Delman’s name 


for the very high platform—is a new 
note for Summer. 

Materials range from sueded pig and 
alligator to antelope, bright colored 
patent leather, kidskin and feather- 
weight calf. Many kinds of fabrics 
were shown—printed challis, striped 
and plaid jersey, India hand-blocked 
print, peasant linen and millinery felt. 
For evening sandals the leading ma- 
terials are embroidered crepe, candy- 
striped silk and embossed satin, with 
colored felt and printed challis, impor- 
tant in the “footstool” type. The eve- 
ning collection is rich in embroidery 
and jewels, many in floral patterns. 
The “sock” elastic evening bootee was 
a striking idea. As was also the eve- 
ning sandal labeled “Stop and Go,” 
with real traffic lights winking red and 
green. 


Suggestion Plan Clears Stocks 


ALLENTOWN, Pa.—Unfavorable 
weather conditions and a heavy stock 
of high priced rain boots were the rea- 
sons for a one-day drive on this line by 
S. J. Gill, women’s shoe buyer, Zol- 
linger-Harned Co., Allentown, Pa. 

Salespeople throughout the store 
were furnished with small cards which 
they handed to their customers, sug- 
gesting that they visit the shoe depart- 
ment for a demonstration of the latest 
styles in rain boots. 

As each visitor entered the depart- 
ment her card was taken by an atten- 
dant and dropped in a box. At the end 
of the day all cards were sorted and 
the salesperson sending the largest 
number of women to the department 
received a cash award of $5. 

Throughout the day an attractive 
young woman was modeling the rain 
boots, with particular emphasis on the 
more expensive styles. Check-up at end 
of day revealed 700 women had visited 
the department and purchased 140 
pairs of rain boots in price range of 
$1.95 to $5.95. 

Sales on following days continued 
active and at end of week inventory 
was down to absolute minimum. 

Buyer Gill finds the store-wide sug- 


your name and address to 


551 Fitch Avenue, New York 





tals AND efi (1S 


ADVERTISING 


NEWSPAPER, 


—If you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


A monthly matrix service of carefully 
written copy, photographs and beauti- 
ful art work for direct mail and news- 
poper advertising. 


. Vincent Edwards Idea Clip- 
ping Service 
Actual newspaper tear sheets of ads 
of shoe stores; you select the exact 
stores and cities you want to see, or 
leave the selection to our advertising 
stoff. 


. Learn Advertising at Home 


Advertising is an interesting study and 
prepores you to write more effective 
letters; to acquire a larger vocabulary; 
to comprehend the sales and merchan- 
dising probi ofa . and to 
be definitely in 3 iF to recom- 
mend ideas. 


VINCENT EDWARDS & CO. 


World's largest advertising service 














342 Madison Avenue, New York City 





gestion plan did two things: ended his 
worry about a heavy inventory and 
brought many new customers to the 
department. 


Celebrate First Anniversary 


Ware, Mass.— Employees of the 
Peerless Shoe Company celebrated its 
first birthday recently with a Christ- 
mas party at the town hall which was 
attended by 600 employees and guests. 
It was just one year ago that the Peer- 
less Shoe Company moved to Ware. 

Superintendent Ben Magnus was 
master of ceremonies. The program of 
entertainment included carol singing 
and dancing. Barney Feinberg of Bos- 
ton, one of the executives of the com- 
pany, attended the party and said the 
officials of the company plan to make 
the Christmas-birthday party an an- 
nual event. 





